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Repeats! 


You can buy insect-killers in two ways: 





























One way is to load up on a number of 
different brands, all of which make long 
promises in profit and sales. However, 
you can’t make money this way because 
your leftover “slow movers” more than 
eat up any profits you make on the 


goods you sell. 


The better way is to buy and push 
FLIT, the fastest-selling insect-killer on 
the market. You don’t have a big stock 





eating its head off, and at the end of 
the year you make money because you 
sell out your stock clean. Fit repeats! 
Flit is never a “left-over.” Flit sells the 





year ‘round. 


Flit will again be advertised on a nation- 
wide scale in 1929. You can’t beat the 
Flit proposition, Order Flit Now. 
Stanco Distributors, Inc., 2 Park Ave- 
nue, New York City. we 


every Wednesday night, over bis ok 


up of N.. DB stations See local J 


papers for station and time. 


Tune in on the ~FLIT SOLDIERS 


© 1929 S. D. Inc. 
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WEST 


PREFERS GREENFIELD 


' + + Hendrie & Bolthoff, Denver 
tell us their trade recognizes 


Greenfield quality and dependability 





HE popularity of Greenfield about Greenfield quality and de- 
Taps and Dies is great in the pendability. The trade recognizes 
West. For years, houses like Hendrie that as far as taps, dies, drills 
& Bolthoff Manufacturing & Supply and reamers are concerned, they 


Company of Denver, have supplied can't do better than to specify 
their customers with Greenfield.” 
> Greenfield small tool 
gees er products. When you require taps, dies, drills, 
oo, mor oe : a ae if a ld’”’ b 
& a The foll big reamers, specify reenfie by 
= , € Following Himes’ name from your jobber. Prices will 


al from a recent letter be no higher than for other makes 
clearly show what nq yet you are buying products of 


7 3 : . 
Western manufacturers established reputation for dependable 
think of Greenfield performance. 


products: 

“ Greenfield is A new Greenfield Catalog No. 29 is 
just off the press. On request, we will 

be glad to mail you a free copy—over 

three hundred pages of information 

“Out here we almost — useful to the mechanic, foreman and 

never have to argue superintendent. 





headquarters for 
small tools. 





GREENFIELD, 
NEW YORK: 15 Warren St. CHICAGO: 611 W. Washington Blvd. 
DETROIT: 228 Congress St., W. 





Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd. Galt, Ontario 
European Office: Greenfield Tap & Die Corp., Ltd., 139 Queen Victoria Street, London, E. C. 4 H.A., May 23, 1929 





HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. S. A. Entered as second 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. S. A.) $3.00 per year. Single copies 
25c. each. Vol. 123, No 21 





3 
& 
4 





Raga iees 





ea RA 7 es 
Say a eae 






















HARDWARE AGE for MAY 23, 1929 








a 





Your Window Can Look Like This 


The above window display, put in by a middle-western hardware retailer, proved to 
be an attention getter and stimulated tool sales for this Greenlee dealer. The variety 
of tools handled, their unique arrangement and above all, the attractive Greenlee Cut- 
Outs caused the average person to stop and look. 


The arrangement is simple and takes very little time to set up. You can doe what 
this fellow did and get the same results. All that you have to have is an ordinary 
stock of tools, some crepe paper and the richly lithographed Greenlee 
Display Cut-Outs. We will furnish you with the cut-outs and any oceans won nneenneee- / 





information that you require if you will furnish the window. Ge a hail 
better tool display 
‘ Send me _ full informa / 
The cut-out boards, which are lithographed in seven beautiful : Senter Gein wea one 
. . r Tools 
colors, can be used on the counter as well as in the window. They 
. . : i] 
are made in two sizes, as the photograph shows, and really help you adit ; 
sell more tools. | Address 
If you haven’t already sent for your cut-outs, clip the coupon to the pare a aan 


right and mail it now. It will sell more tools for you. 


GREENLEE TOOL CO., Rockford, Ill., U.S. A. 


Please Note: Our New York address has been changed to 15 Warren St. 


Sales Offices and Warehouses—New York: 15 Warren St. Boston: 38 Binford St. Philadelphia: 2401 Chestnut St. San Francisco: Sheldon 
Bldg. Los Angeles: 1302 Washington Bldg. Seattle: L. C. Smith Bldg. Canada: Richardson & Bureau, Ltd., 278 Craig St. West, Montreal 
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BRIDGEPORT CHAIN 


This 
Orange 
Seal 
Display 
Stand 


Keeps Chain in Sight Where It Sells 


It gets instant attention—shows the most popular 
types of chain—occupies little space—reminds cus- 
tomers of their needs—and SELLS chain. 


The 4 sizes are the proven best sellers for average hard- 
ware store trade. Just unwind the desired length and 


cut off—quick, easy and clean. 


One dealer sold more chain with the stand in 45 days 
than in a whole year by other methods. This is chain 
season—a good time to order an Orange Seal Stand. 


Chain Contents are on Easily Re- REFILLS 

movable Reels. (All Sherardized 

Rustproof Finish.) Keep up your sales by keeping up 
Here are the 4 sizes shipped with the your stock. As soon as low on any 
stand: sizes, order refills from the Jobber 


350 ft. Reel No. 4 “Brown” Chain who supplied the stand. 


250 ft. Reel No. 1 “Brown” Chain 
125 ft. Reel No. 3/0 Triumph Chain Ask your Jobber to supply you. If 
175 ft. Reel No. 2/0 “Brown” Chain he cannot, write us. 


CHAIN DISPLAYED IS CHAIN SOLD 


Chain & Mfg. Co. 
CONNECTICUT, U.S.A. 


The Bridgeport 
BRIDGEPORT 
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: Be Sure They Get the 
| Horse Before the Cart — 











Weather Strip the House 
BEFORE PAINTING 


ANY men are now saying, “Gee, the windows and doors should be done be- 


old house needs paint!” Next Fail fore painting. Customers who take this 
they’ll be saying, “We tip will enjoy dust and 
can’t go through an- For maximum sales stock rain protection all sum- 
other winter without these Bosley brands: mer. 
weather strip!” Then the BOMECO—Spring Bronze. 
job will get done cart- AMECO—Coppered Steel and Felt. Bosley’s Weather 
before-the-horse fashion. Seated Steet and Strip, all styles, ALL 
; Cushion. PACKAGED, is sold by 
When they come to ey ieee ’29—All Cushion— the leading jobbers. 


the simple fact that tack- 
ing weather strip around 


If your wholesaler 


you for paint, point out DUST SEAL '29—All Cushion— 
4 Ply. 
NU STRIP—All Cushion. fails you, write us. 


The Application of Weather Strip Is Not Seasonable 


OSLEY’ 
cater ies 


TRADE-MARK REGISTERED | 














Chicago THE D. W. BOSLEY CO. Montreal 
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Now! 
Eveready 
Flashlights 
in COLORS 


and at reduced prices 


IN THEIR gleaming nickel and satiny black finishes, Ever- 
eady Flashlights have always been beautiful. Now color 
comes to enhance further this traditional beauty. In 
addition to the selling urge of color, there are definite 
reductions in the list-prices. 





Assortment No. 20 


(Takes up space only 1 ft. square) 


Containing 2 each No. 2602 in Old Rose, Green, Baby Blue 
2 each No. 2605 in Red, Green, Blue 
2 each No. 2671 in Red, Green, Blue 
2 each No. 2697 in Khaki 


You sell them for 822.80 
You pay - = = S14.82 
You make - =- = £7.98 

























EVEREADY 


FLASHLIGHTS 
& BATTERIES 
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A new pocket Eveready 
Flashlight to retail at AD: 


complete with battery and lamp 

























Not a toy but a real Eveready Flashlight with a switch 
EVE ida A D) ¥ and a replaceable battery. Slips easily into any vest- 
oor pocket or lady’s handbag. Case covered with leather- 


[ like material with nickel trimmings. Choice of red, blue, 
¢ green, or black. Will sell on sight. 


COMPLETE 





: Assortment No. 1 
(Takes up space only 6 in. square) 


Containing 5 each flat pocket size in Red, Blue, Green, 
and Black 


You sell them for 85.80 
You pay = = = 83.85 
You make - = 81.95 


Assortments Nos. 20 and 1 are now ready for delivery. 
They are packed in self-display cardboard cartons, ready 
to open up and set on your counter. The fastest-selling 
line of flashlights—Eveready—now acquires new speed! 
Get your orders in at once. 


NATIONAL CARBON CO., INC., New York, N. Y. 


Branches: 
Atlanta Chicago Kansas City Long Island City 
San Francisco 


Unit of Union Carbide WCE) and Carbon Corporation 











EVEREADY 


FLASHLIGHTS 
& BATTERIES 
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E. C. SIMMONS, 
founder of the Sim- 
mons Hardware Co. 
and originator of 
the famous Keen 
Kutter brand. 


J. CLARKE COIT, 

President of the 

Simmons Hard- 
ware Co. 









The Spirit of a Great Man 


Lives On 


BE . IMMONS created the first complete hard- 
ware catalog in 1880. It cost $30,000 and 
increased sales $1,000,000 the first year. 
Beloved thruout the hardware trade for his fine per- 
sonal qualities, respected because of his sound business 
judgment and progressive merchandising policies, E. C. 
Simmons’ memory will live always in the hearts of 
America’s hardware merchants. 






“The Hardware 
Brand with a 
Consumer Demand” 








TRADE MARK REG, ( UJ | | } RY U.S. PAT, OFF, 


—— AND 


TOOLS Simmons Harpwar_eECo. 


St. Louis Boston 

Toledo Philadelphia 

Minneapolis Atlanta 

Sioux City Wichita 
“SERVING THE NaTION” 


this Modern Merchandiser 


CARRIES ON 


J LARKE COIT has made it his sacred trust to 
: carry on the fair policies of the great founder of 
this institution, advancing the name Keen Kutter to the 
heights for which it was destined. You will recognize 
Mr. Coit as the one man who has really helped you with 
your problems. He now offers you your own individual 
1929 Fall Retail Catalog designed with ‘all the 67 years 
experience of the Simmons Hardware Co. behind it. 
(Read details on opposite page) 


“‘The Recollection of QUALITY remains long after 
the PRICE is forgotten’’—E. C. SIMMONS 
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Don’t Envy theMail Order House 





ssceniahelaapsinenniibat 







BE ONE HERE IS A 


SUMMARY OF YOUR 
CATALOG 


32 Pages of selling illustrations, 
displaying approximately 500 items 
of staple merchandise. 

It is strictly individual. Shows 
only your firm name. It is com- 
piled to fit your stock 
You are privileged to set your own prices 
Write for exclusive 
arrangement in your 
community. 




















Over 72% of hardware purchased is NOT 
purchased at the hardware store! Why? 
Because WOMEN do 85% of the buying. 

Here is what the merchandisers do who are 
getting the hardware business. They display 
their goods in the homes of their customers by 
means of catalogs. With the service which we 
have built for you, you don’t have to worry about 
meeting mail order competition, you are mail 
order competition. Our new catalog putsin your 
hands, a proved, successful tool for telling your 
trade that you are the 
logical place for them to 
buy hardware and house- 
hold goods. 




























2% ay) i a soit gaite 
bade st aot, geet 
¥/\we- Bo os | | 
¥, Vg / i\ Spring cP | | 
TEL \ \\ 










ADDRESS HERE 


AND 





—— Mail JZ 7 a? 
This Coupon + 3° 


4 vs 

emmameresart - KO ~ 
32 PAGES for Al oS 

SIZE 714 x 9% INCHES Complete PA arn 
Details 4 ( “ of Sos 

sO & ° o 





4 9 re 
J awe” o 
oe low cost to you is made possible by the millions , “ = ae 
of copies printed. The orders for our Spring issue /Q0 rey 
swamped one of the largest printing establishments in . 7 oF fate 
the United States, and already we have thousands of , P BY gh > 
advance orders for this Fall issue. ‘ 4 Kor se Z bs 
ee Oe «4° f ‘Ny 
i fe 4 
SIMMONS HARDWARE COMPANY = /7_ as 


General Offices—900 Spruce St., St. Louis, Mo. 
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Bethlehem Bolts 


The customer who purchases 
Bethlehem Bolts and Nuts is 
purchasing merchandise that 
can be instantly identified as 
possessing high quality. 


Every Bethlehem Bolt is marked 
with an *‘A”’ on the head. None 
except good bolts are marked in 
this way. The ‘‘A”’ on the head 
means several things. It means 
that Bethlehem Steel Company 
not only makes these bolts but 
wants to become known as their 





manufacturer. It indicates this 
Company’s confidence in Beth- 
lehem Bolts and entire willing- 
ness to stand back of them. 


Bethlehem Bolts appeal especi- 
ally to the dealer who wants to 
make his store known as a good 
place to buy sound, dependable 
merchandise, and who realizes 
the advantage of offering prod- 
ucts of definitely high quality 
which the customer instantly 
recognizes as such. 





identifies 





BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 
Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, 


Seattle, Portland, and Honolulu. 


Bethlehem Steel Export Corporation, New York City 
Sole Exporter of our Commercial Products 


BETHLEHEM 


BOLTS ~--NUTS 








Be ae 
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‘ion most comprehen- 
sive and instructive cata- 
log ever issued by the 
Nicholson File Company. 





A copy will help you select intelligently the 
files for which there is the greatest demand. 







No ete Mail the All about 
coupon. Copy sent 
NICHOLSON 


free on request. 
and 


BLACK DIAMOND 








Nicholson File Company 
Providence, R. I. 


Gentlemen: Please send mea copy of your new cat- 
alog. It is understood that no cost to me is involved. 


Nem 


A FILE FOR EVERY PURPOSE = 
—— aE = ee 
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SF The giant 
steel skeleton 


7 of a ship 


OR every bolt and rivet that goes into 
the framework of a ship, a hole must 
be cut through hard, unyielding steel. 


In the world’s great ship yards, big husky 
W & B drills are standing staunchly up 
to their work—proving that rugged 
quality of endurance that has made them 
famous through the years. 


In this spectacular era, when speed is 
a fetish, when competition faces low 
costs, when manufacturing accuracy is 
essential__industry pays particular at- 
tention to its tools. 


There is a very real advantage in turning 
for drills, reamers and cutters to an or- 
ganization that has specialized in the de- 
sign and manufacture of cutting tools for 
more than three quarters of a century. 


WHITMAN & BARNES 


DETROIT, MICH. 


Canadian Factory: Canadian-Detroit Twist Drill Co., Limited, Walkerville, Ont. 
TOOL MAKERS FOR 78 YEARS 
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The LIVELY 


weed-cutfer 


INCREASED FACTORY FACILITIES MAKE IT 
NOW AVAILABLE IN ALL SECTIONS 


Clipping clean as a lawn mower, as close to the ground as a sheep’s nibble, 
and with the easy balanced swing of a lady’s fan, the “Lively Lad” with its 
two edged 12 inch blade crops weeds, large or small, and tough Bermuda 
grass. 

For slick snipping around trees and walks, trimming low hanging limbs or 
side walls and smoothing small garden spots, it vanquishes sickle, scythe and 
backache. It’s a keen delight to farmer or home owner. 


For 2 Years a Big Southern Seller 
Immediate Shipments Guaranteed Everywhere Now 


Length over all—3 ft. Legs of second growth ash. 
Blade 214” wide—12” long. Shipping weight 6 in crate—16 lbs. 


Retails at $1.50. West of Rockies $1.75. 
If Your Jobber Can’t Supply You Write 


THE LIVELY LAD MANUFACTURING CO. 


NASHVILLE Manufacturers TENNESSEE 
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Our Qualityis Superior 
to Our Competition 


E feel that we render the best 

service to our trade and the 

ultimate user by producing the 
best Tubular and Clinch rivets that 
can be made. We have never attempted 
to meet competition by manufacturing 
our rivets to sell at a price. We invite 
a comparative test of the driving and 
setting qualities of our rivets with 
those of other makes. 





Pacific Coast Representative 
J. T. McDEVITT 

a j Postal Telegraph Building, 

San Francisco, California. 





& DApproved! 


———— by the keenest 


buying brains in the country 








“TUBULAR RIVET & STUD 

| COMPANY 
BOSTON 

‘The largest 


lo the manu~ 
facture of 


factory in the . 
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Which is more flexible— 
the rope or the hose? 


HERE really isn’t any difference! 
A fine manila rope gets its flexibility 
from the supple quality of the fibres which 
make up its body. Bull Dog Cord Hose is 
flexible, like the rope, because it is built 
of tightly twisted and braided strands of 
long-staple cotton, encased in a wall of 


live, resilient rubber. 





Ordinary garden hose is either stiff, 
heavy and bulky, or light, flimsy and 
kinkable. 

We speak of Bull Dog Cord as “the 
most flexible garden hose made” because 
we have not seen its equal for strength 
and pliability. 


Stock Bull Dog Cord for your best trade! 








tof THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE. MASSACHUSETTS U.S.A. 








HOSE 


"A S§ 











FLEXIBLE AS ROPE! 





ate) 5 a OO) 0D. 


According to the Service Required 


TRADE MARK REG. U.S. PAT. OFF 


Made of fine plied yarn and guaranteed free from flaws. 
For use in the best class of work. Will last at least a genera- 
eCleme teem Cids(iiteianeltiele)(on arteh marti me a ivele-« 


PHOENIX CORD 


Made of yarn not quite as fine. A smooth firmly braided 
cord, very serviceable for ordinary work, and for many pur- 
poses “good enough”. 


Wa 0) 5 1 OO) aD. 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 


consideration. 
“ There IS a difference in Sash Cord”’ 
HESE brands, which have We also make Clothes Lines, 
a long established manu- = Small Lines and Braided Cot- 
edath ac ehMac eltiecteleye Mmm ercettele Mmmm Cole Ml @reluc titi ol col Mb tetuemerr torte 


them, save you from com- tter for all purposes; also 
PE tietew-telem Cejarutticeentoun CIE V Lar: Orelace) oe Musto tay 


Send for catalogues, samples and information to help sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 




















The Retail 





Convention issue of 


HARDWARE AGE 
Published July 4 


This issue will contain the first com- 
plete illustrated report of the con- 
vention to be held in Oklahoma 
City, Okla., June 24 to June 28. 


ST RET PO RS RR Ries 





Final Advertising Forms 


IIE 


F close Tuesday. June 25. 
2 Final Proof Date, June 13. 
Regular space rates apply. 
(para, Hardware Age Red at $50 per page 
additional. 





We invite your early space 


reservation. 


HARDWARE AGE 


239 West 39th Street New York City 
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Still Good ¢ = 
After 24 Years 2 
Of Service 2 


Customers have written us that WICKWIRE BRONZE Wire 
Cloth is still good after 24 years of service. 


RYO ~~nn 


asececeraneeas 


tA 

yj 
4 
4 
A 
A 
A 
4 
4 


4 
7 


TTT TTL Lhe 





This unusual service is the best proof of satisfactory wearing 
quality. WICKWIRE BRONZE is made from a special alloy 
of 90% Copper and 10% Zinc. The Zinc provides the neces- 
sary tensile strength, as well as the ability to resist corrosion, 
which rapidly ruins pure copper. 


Every operation from raw material to finished product is done 
under our own supervision. 


WICKWIRE BROTHERS 
Bronze Screen Wire Cloth 


is not affected by salt air, acids or gases. It never rusts. Roll 
after roll has withstood the severest climatic conditions. 


WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 
always made from Full Gauge Wire. It comes in 14, 16 and 
18 Mesh, in even inch widths 18” to 48”. 100 lineal feet to the 
roll. You cannot sell a more satisfactory wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled Cortland Gray-wick 
White Metal Finish Wickwire Premier 





— — All brands of Wickwire Brothers Screen Cloth will be furnished this 


season in rolls of one piece each, also all brands will be furnished, in 
Wire Cloth, addition to 100 lin. ft. rolls, in 50 ft. and 25 ft. length rolls, without 
Bu “ee extra charge. 


Returns 
More than 
the 
Difference 
In Service 


Your jobber will supply you 
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Kitchenkook 
; Started Something 


Until disproved by the American Kitchen- 
kook, it was axiomatic that a low oven type 
liquid fuel stove could not be built. But 
today, the Kitchenkook shown here, with 
its efficient, roomy low oven is the most 
popular of all gasoline pressure stoves with 
built in oven—and the biggest seller. 


This is only one of many improvements and 
features originated and perfected in the 
American Kitchenkook. The patented, one’ 
piece steel generator, the adjustable, self- 
a cleaning carbureter, the instant light gen- 
4 erator with automatic cleaner, the patented 
burner construction and other features give 
the American Kitchenkook a position of 
leadership which is invaluable to the present 
day progressive merchant. 


The Kitchenkook sales plan limits the sale to 
a comparatively few live dealers. If you wish 
to know more about it and how you can 
easily double your stove sales, write to our 
office nearest you. 


American Gas Machine Company, Inc. 


MAIN OFFICE AND FACTORIES ° ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH . 4242 Hollis St. OAKLAND, CAL, 


AMERICAN 


KITCHEN KOOK 


‘CLEANLINESS~SPEED ~CONVENIENCE ~ SAFETY 


ORC I ag ono op emma ; — ; 
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Meeting mail order store 


competition with better methods 


ERE is the store of Grapes Bros. out 

on Lake Street in Minneapolis, right 

across the street from the big retail 
store of Sears, Roebuck & Co. 


Most merchants feel that it is bad 
enough to have a mail order store in a town 
many miles away yss the street 
is getting py 









But the owners of this store do not worry 
because they are using proven merchandising 
methods that will meet any mail order store 
or chain store competition. 

The Duluth Self-Service Equipment in 
this store is proving a more profitable invest- 
ment every day it is in use. Just notice how 
everything is displayed out in the open, 
plainly priced, and making a real appeal to 
the eye of every customer who enters the 


The Duluth Open-Top 
Display Table 


i HIS is the style of Duluth Display Tables 
[os in the Grapes Bros. store shown above, 

- and by thousands of other progressive hard- 
ware merchants in every state. It is not an ex- 
periment but a proven article that will actually sell 
more merchandise than any other display table 
built, yet it is low in price. 


$ 175 It comes complete with 
glass_ dividers, adjustable 


7 foot one-piece steel clips for 


I th ol holding the glass, and with 
op te ies price ticket holders all fin- 

















ished and ready for business. 
ticket holders f.0.b. Regularly furnished with 47 
Duluth compartments. 


WRITE TODAY FOR BOOKLET A-59 


DULUTH SHOW CASE CO. DULUTH, MINN. 


NEW YORK OFFICE 
101 Park Ave. 








° . “*? 





CHICAGO OFFICE 
19 So. LaSalle St. 





ULUTH — = 


STORE EQUIPMENT 
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Keep Stocked 


Be prepared to meet the steady 





demand all through the summer _ Continental Extension 


season for Continental Screen Window Screen 


Doors and Window Screens. 





Continental Screens are adjustable for every window and: 
Continental Doors are available in all standard patterns and 


sizes. 
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a reenee. 
Respir e tS eS 


Quality Screen Doors 
and Window Screens 


outsell all other makes because of their long estab- 
lished reputation for honest construction and lasting 
service at prices which insure real economy to every 


home owner. 


You can always obtain Continental Products promptly 
as our Jobbers carry large stocks and take pride in 











making quick shipments to Retailers. 













































































Write your Jobber for further information and prices. 























a CONTINENTAL SCREEN CO. 
ce Detroit, Michigan 
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Continental 
Screen Doors 
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Goodrich garden hose is made by 
an improved “high-pressure lead 
press’’ process. This makes the hose 
strong enough to stand a test five 
times the highest city water pres- 
sure, and resist the forces that make 
ordinary hose kink and collapse 


Now is the time for all 
good merchants to be cashing in 
on a good garden hose 


A quality hose that builds good will and good 
profits. 25- and 50-foot lengths. In the green 
wrapper... A Goodrich jobber is near you. 


“Goodrich 


GARDEN HOSE 
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The name American Steel and 
Wire Company on barbed wire 
—stands First with The Amer- 
ican Farmer. 


Millions of farmers know that 
the American Steel and Wire 
Company originated Barbed 
Wire. They know from expe- 
rience that it stands for the best 
barbed wire at the lowest cost. 


An experience of nearly a hun- 


American 
Barbed Wire 





dred years in wire making has 
developed qualities uniformly 
to be relied on: high tensile 
strength, regularity of twist, 
perfection of barbs and extra 
heavy galvanizing. 

Because American Steel and 
Wire Company Barbed Wire is 
known best and serves best, itis 
the most profitable foryouto sell. 


Write for catalog and prices. 


In the 
Following Brands: 


, 


American Glidden 
























































= __—— Ellwood Glidden >= 
= = Baker Perfect — 

















Waukegan 


Lyman 


American Special 





American Steel and Wire Company 


Subsidiary of United States Steel Corporation 


208 S. La Salle Street, Chicago 


30 Church Street, New York 


Other Sales Offices: Boston Cleveland Worcester Philadelphia Pittsburgh Buffalo Detroit 

Cincinnati Baltimore Wilkes-Barre St. Louis Kansas City Minneapolis-St. Paul 

Oklahoma City Birmingham Atlanta Memphis Dallas Denver Salt Lake City 
~ 


U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 


Export Distributors: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N. Y. 
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THE DEALER DISPLAY 





The new Dealer Display shows 








that “color helps the sale of brush- 








es too’’—but more important, it 





proves that brushes are a profit- 





able item as sold for you by this 





modern, colorful Display. For full 





details ask the ““Pittsburgh”’ ware- 





house near you 





PITTSBURGH PLATE GLASS CO. 


MANUFACTURERS AND DISTRIBUTORS 
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Send me your free booklets on “Zinc Oxide and 
Lithopone in Paint.” 


a apitsinsisictenseees 
| ee 
ee 


Dealer’s Name..........................- 


THE NEW JERSEY ZINC COMPANY 
Established 1848 


160 Front Street, New York 














fee 





26 HARDWARE AGE for MAY 23, 1929 


j 
; 








reaks up 


Dutch Boy soft paste white-lead 


ELL your customers about this easy-to-thin 
lead-in-oil .. . how it can be broken up and 
mixed to brushing consistency in a few minutes. 
It has distinct advantages for paint buyers. 
Dutch Boy soft paste—same as the heavy paste 
but with a higher percentage of linseed oil ground 
in at the factory—saves the painter time and labor. 


DUTCH BOY FLATTING OIL 


The white-lead buyer is also a prospect for flatting 
oil. Do you stock it? Dutch Boy flatting oil is for 
use with white-lead to produce durable and wash- 
able interior flat finishes, as well as undercoatings 
for enamel. Other uses are in glazing, blending and 
bronzing. Sold in quart, gallon and 5 gallon cans. 











It mixes and tints easily. It produces a smooth 
paint that results in superior spreading power. 
And it’s still the same pure white-lead that has 
been the standard for generations. 

Dutch Boy soft paste white-lead is sold by the 
pound in 100 Ib. steel kegs and in 50, 25, and 
12 1-2 Ib. steel pails. 


qhe surface and : 


“Save Ow ait 


you me 
NATIONAL LEAD COMPANY 


New York, 111 Broadway + Buffalo, 116 Oak Street 
Chicago, 900 West 18th Street » Cincinnati, 659 
Freeman Avenue'y Cleveland, 820 West Superior 
Avenue + St. Louis, 722 Chestnut Street 7 San Francisco, 
235 Montgomery Street + B . National-Boston 
Lead Co., 800 Albany St. + Pittsburgh, National Lead 
& Oil Co. of Pa., 316 Fourth Avenue + Philadelphia, 
John T. Lewis & Bros. Co., Widener Bldg. 

















& 
Fe 
ae 

& 

















aces 








HARDWARE AGE for MAY 23, 1929 











“It’s a Common Thing 
to sell from 4 fo 6 Colors 





to a Single 
Customer’ 


@ « - says EDWARD VONDRAK 
of Chicago, I[Il. 


"he the rounds in Chicago, 
“Speedy” dropped into the store 
of Edward Vondrak, recently opened at 
5937 W. 22nd St. ... Talk about en- 
thusiasm! You should have heard Mr. 
Vondrak when he began to tell of his 
success with SAPOLIN Speed Enamel. 


“This will interest you, Speedy,” he said. “On opening day at my new store 
the very first sale I made was a can of SAPOLIN Speed Enamel to our 
chief Fire Marshal. It’s been going strong ever since and today it’s my big= 
gest seller, It’s a common thing to sell 4, 5 or 6 colors to a single customer— 


sales amounting to $6.00 or $7.00.” 


A paratet to Mr. Vondrak’s success with demand for this exceptional 4-hour drying 
enamel. 


Ride the tide of SAPOLIN Speed Enamel 
popularity! In a year when gains are few and 
hard to make, this remarkable product is your 
one best bet for increased turn-over and bigger 
sales. Send for the facts—the coupon will 
bring them to you! 


SAPOLIN is to be found in every quarter. 
Alert paint and hardware stores all over the 
country bear witness to a steadily growing 





SAPOLIN 
SPEED ENAMEL 


Dries glass-hard in 4 hours! 
So easy to apply that even a 


novice can handle it expertly! 
I am “SPEEDY” 

the new 
Home-Decorator! 





‘ 
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I 
| 
| 
| 
| 











4 


= 





LS eR Oe eee 


229 East 42nd Street New York City 
Gentlemen: 

I have to be shown! Send me a full-size can of 
SAPOLIN Speed Enamel without charge or obligation 
and I'll let you know what I think of it. 

Name of Store AE Enea 
ghee ceapitatsniatebciacoutpacessSabdsbsanadetenicentics 


City 
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beautiful pastel 
colors—in Murphy 
Quick Velvet Enamel 





; 














Your customers will be delighted 
with Murphy Quick Velvet Enamel 


E only wish we could drop a 
color card into this magazine, to 
show you the luxurious richness and 
exquisite delicacy of the twelve pastel 
colors that are creating such a demand 
for Murphy Quick Velvet Enamel. 
Not only do the colors make a great 
appeal to discriminating home painters, 
but the guick-drying feature of this 
fine enamel, together with its unusual 
long wearing qualities, have awakened 
a new interest in home enameling. 


Send for full information, including 
details of the new and revolutionary 
glass gar display stand that is increasing 
Murphy Quick Velvet Enamel sales 


everywhere. 


MURPHY VARNISH COMPANY 


Newark Cuicaco San Francisco 
Quick 


Velvet Enam el 












MURPHY FINE FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel 
Transparent Interior Varnish 
Muronic Enamels Da-Cote Varnish Stain 


Transparent Floor Varnish 
Univernish (the all-purpose varnish) 


Four Hour Varnish Brushing Lacquer 
Transparent Spar Varnish 
Quick Velvet Enamel Quick White Enamel 
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The wry? Jes i. 
costing 4 <2 









robbing you of hundreds, even thou- 
sands of dollars, if you're letting the cheap- 
price-per-gallon paint Hum-Bug do the big 


paint business.of your locality! 


Study this cost chart — the big feature of 
Patton’s Sun-Proof advertising—the truth- 
ful comparison between what cheap paint 
and a quality paint like Sun-Proof gives the 
consumer! 


When you give a customer highest quality 
paint and save him $210 on paint mainte- 
nance it’s easy to swat the cheap paint Hum- 
Bug in your community. Send for booklet, 


4°? 


“Swat the Cheap Paint Hum-Bug! 


PITTSBURGH i PLATE GLASS CO. 


a N. J.,* Portland, Ore.,~ 


PITTSBURGH 


ft te of Produc ts 


—— 


FaccSt. Grade Paint 
war *S. 2nd Grade 










te Jol $270 sz serage 


‘ —= Galen 
crerede 40°- ; 
peralise | See ROE Boas 
Requi 

Siniins 12% | 16% 


— Gallons (300-30) 


= M867 4500.'3% 

















piace") | Pause 
\'356.85 
146.61 
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DINON'S 


MAINTENANCE FLOOR 


PAINTS 


all purpose 
















































FACTORY 


Dixon’s Maintenance Floor Paints are “all-purpose” in char- 
acter—will effectually assist the dealer in reducing stock and 
cutting investment in shelf goods. 


Made in 8 Colors—Dry in 6 to 8 hours 


Write for Special Deal No. 40 BF 
and Color Cards 


Paint Sales Division 
JOSEPH DIXON 
CRUCIBLE COMPANY 


Jersey City Oe New Jersey 
Established 1827 
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Your 
Paint Sjales 












ill Cover 








The Field- | 






































E offer the Atomister 
—the latest develop- 
ment in a cup gun spray- 


»~ ing machine. 
(ie Built for 
\ Bae ° 
Ss Service 


and Durability 


The power plant has no 
reciprocating piston motion 
valves—or transmission to get 
out of order. It consists of an 
electric motor directly con- 
nected with a new, specially 
designed and oilless positive rotary 
pump—producing a constant flow of air 
at a maintained pressure of 25 to 30 Ibs. 


The rotor of the pump runs with 
absolute precision be- ga 
tween two bearings. The 
motor bearings are lubri- 
cated by self-feeding 
wick grease cups placed 
under each bearing—in- 
suring perfect lubrica- 
tion and long life! 

No “bugs” in this ma- 
chine—no “comebacks” from customers. 

Backed by national ad- 
vertising and a generous 
profit— the Atomister 
Spraying Machine will 
make real money for you. 
Retail Price $39.50 Complete 


Includes spray gun, air compressor, 
hose, etc. 


Send us your order now! 





Price Complete 





THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 
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For Boats— 


PLASTIC WOOD 


(Reg. U. S. Pat. Off.] 
Handles Like Putty—Hardens Into Wood 


New and striking uses of Plastic Wood are constantly 
coming to our attention. The present testimonial was 
entirely unsolicited. During the summer Plastic Wood 
has a great possible sale wherever there are boats. Do 
you want some boat circulars for distribution? Write us 
direct for the quantity you can use. 


Order Plastic Wood from Hardware and Paint Wholesalers 


Natural Color Wood, 1-Ib. can, $1.00 Solvent, 8-oz. can, 50 cts. 
Natural Color Wood, '4-lb. can, 35 cts. Solvent, 3-o0z. can, 25 cts. 
12 cans to a carton—less 3314% 


Addison-Leslie Co., Mfrs., 1 Bolivar Street, Canton, Mass. 





Under 
the 
Hardest 
Tests— 


Plastic Wood stands the test. It does a 
quick job, 2 good job, and a lasting job. 
Here’s what Malcolm Pope, an out- 
board thriller, writes in from Florida: 


‘“‘Jack Kerr who drives the Sea Horse 
and my own Lookinback Kid were put 
through such hard stunts, jumping hur- 
dles, running up on shore and other 
things the newsreel company wanted us 
to do for thrills, that we couldn’t help but 
have some places where the water came 
in. If it had not been for Plastic Wood 
we would have had to use three or four 
self bailers or else a lot of carpenter work, 
and believe me, for filling holes, wood 
rot, or a split plank there is no better 
thing in the world than Plastic Wood.” 











are the result of seventy-four years experience manu- 
facturing high quality goods. Correctly designed, well 
built and perfectly fitted, strongly braced from selected 
air dried material which ensures rigidity and durability. 
These qualifications mean SAFETY and SATISFACTION. 


THE JOHN S. TILLEY LADDERS CO., 

















TILLEY LADDERS 


Write for Catalog and Prices 


THE WILSON-IMPERIAL COMPANY 





LiINGERWETT 


REMOVER 


is America’s biggest 
selling remover because 
it is a different remover 


and gives different results 
NEWARK, N. J. 





Watervliet, N. Y. 
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na THE SATURDAY EVENING POST Maree 14. 09 THE SATURDAY EVENING POST 





Chester Aldrich tells you how 
to modernize your home with paint 


The same distinctive colors specified on the finest 
exteriors are now at your command 





NE AS OD 


aS 





AND ENAMELS 
made by the makers of DUCO 





PAINTS, VARNISHES 











One of the series of du Pont advertisements in full color, showing actual color schemes created by famous architects with du Pont Paints. It 


offers a practical book of suggestions for painting every surface inside and out. 


This color service to millions of house- 
holders will increase your paint sales 


the public—a unique business builder for you. 


Saturday Evening Post broadcasts du Pont 
color combinations created by famous 
chilies. Be ready with the full du Pont line 
Use this selling power. Get your share of this 
new volume. Everybody will want these new 
harmonies. By concentrating on the du Pont 
line you will increase not only the number of 


gallons you sell, but your turnover. This means 


IRST—color on automobiles, made possible 

by Duco. Next—colorful interiors, fostered 

by du Pont. Now—modern color for exterior use. 
In striking, full-color double-page and page 
advertisements in the Post, du Pont is telling 








the world how to use color on the exterior of 
the home: showing up-to-the-minute du Pont color 
schemes created and approved by renowned architects 
for every type of house. 

Here is authority every home 
owner will recognize. A real and 
practical painting service to 


multiplied profits, as leading dealers everywhere 
attest. 


In your community prospects will soon be get- 
ting the new book, ‘Modern Color 
Schemes for Your Home.”’ Be ready. 
Use the coupon to get full details 
of this new paint selling plan. 


8€0 uv 6 pat OFF 


PAINTS, VARNISHES, ENAMELS AND DUCO 


nt 


This illustrated book of 
color schemes by archi- 
tects ts free to any master 
painter. 








Free—‘“‘Modern Color Schemes for Your Home” 


E. I. du Pont de Nemours & Co.,Inc., HA-5 
Independence Square, Philadelphia, Pa. 

I am interested in your new selling plan. Please 
send details. 


DM RS grn ci oa tS awww adie e%soe.s Ce 


ES, , yur as ctnice't s\0,g Beis + dae 6 CORE 
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THIS WINDOW TRIM 















H... a new service to help you brighten 


the “eyes” of your store for this spring's selling of brushes 
and paint. This attractive trim has been selected from a 
number prepared for us by a practical display expert. We 
offer it, at nominal cost, to retailers who will make a 
drive this season on Whiting’s brushes, which are qual- 
ity leaders in every price range for householder and 
painter trade. 


A Colorful Spring Painting Display 

This brilliant background for paint and brush dis- 
plays is a full sunrise effect in amber, orange and red 
achieved with crepe paper. An added attraction is a 
strip of Whiting printed crepe, done in red, yellow and 
black. In any window this glowing display will stop the 
Pp -by and compel attention to the merchandise you 
elect to feature. 





USE THIS COUPON 


Warrinc-Apams Co.,695 Harrison Ave., Boston. 


Please furnish us with __ Whiting Window Trims to be billed me through my 
jobber at 50 cents each. We buy our brushes 


a 


Name_ 


Plan now to use this trim. It is 

furnished at the nominal sum 

of 50 cents each. Ask your job- 

ber or write Whiting-Adams 

Company, 695 Harrison Ave- 

nue, Boston. For convenience 
use the coupon. 


































To your display of leading painting materials add 
those Whiting’s brushes which have been designed to 
apply each paint product. By featuring a really good 
brush with your material, and pointing out the cor- 
rect brush for use with each, you will be rendering a 
service to customers and will increase your sales on 
two kindred lines. 


Sent Complete—Easy to Install 


This new trim comes complete in a handy package 
and contains full and simply written instructions for 
easy installation. It provides 9 folds of colored crepe 
paper, 1 fold of Whiting printed crepe, the 4 humorous 
Whiting cartoon cut-outs, and 2 booklets on window 
decorating. This material is conservatively valued at 
$2.45. It makes a stunning window, effective, and com- 
plete in every detail. 
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May 19th to 25th 
"S$ Saw St in 
the Window” 


There’s no better business 
getter than your window and 
Winchester presents‘one of the 
most unique and attractive 
window displays it has offered 
in many years. As illustrated 
here, it forms a display for 
Guns and Ammunition. but you 
will also have a call, this; year. 
for Winchester FishingiTackle. 
Fiashlights. ‘Batteries, [ce and 
Roller Skates, Cutlery and 
Tools. Our'display therefore 
has been arranged so that these 
new line)products can, also be 
featured in your window. You 
simply turnithe pages in the 
book the{pioneer is holding 
and it at once becomes a dis- 
play for any group of products 
in the Winchester line. These 
various groups of products. all 
of which will be featured in our 
national advertising (starting 
June 15th), are also displayed 
on separate cards |for dealers 
who may carryjonly one, or two 
of these lines. (f.you have not 
already done so, order now the 
displays you will need for Win- 
chester windows throughout 
the year.) Acouponisattached , 
for your convenience. 


UC SV A_—————_ 
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Order This Display and Be 
Ready for the Campaign which 
Starts on June 15th 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 





ne ahaa ee = eRe al 


Gentlemen:—Please send me: ' 
( ) Your Complete Display (Background and book — | } 
covering all lines). i 
( ) Individual Display Cards each covering the 
group of products checked below: 
( ) Guns & Ammunition ( ) Fishing Tackle 
( ) Flashlights and Batteries ; 
( ) Roller Skates ( ) Cutlery and Tools | 


Se art 
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~ 
The Wm. ‘ 
Scholihern Co., ‘ 

ew Haven, ‘ 

Conn. ‘ 
_ 

Send me a _ trial \ 
dozen Draw-Cut Pru- ~ 
ners, regular discount, \ 

. ‘ 
prepaid to my store. ‘ 
‘ 
‘ 


Better Built 


For Your Customer’s Satisfaction 


The new “Draw-Cut" Pruner has a shearing, 
slicing action—a true drawing cut. Built to give 
the customer greater ease in cutting—with longer 
spring life—and easier spring replacement where 
necessary. Add compound leverage for greater 
power and you have the Draw-Cut, better built 
for longer use. 


Carefully Packed 
to Help You Sell 


To help you, we are combining color, beauty, and 
individual packing. Also a test block of wood is 
packed in with every shear. Let your customer 
try all your pruners on this test block while you 
attend to other business. He's bound to buy 
some pruner—we'll gamble it’s a Draw-Cut. The 
pruning season is in full swing. The coupon will 


bring quick shipment. 
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A COMPLETE GARAGE SET 
the Quicklocr 
with 5 pin tumbler lock— 


now avadtlable at 
a popular price 


HE heart of this new complete 

garage set is the Quicklock, with 
its five pin tumbler lock. With the 
Quicklock, all in one neat, easily han- 
dled container come six strap hinges, 
forming a simple, complete combina- 
tion, ideal for outward-swinging doors. 


The McKinney Quicklock gives cylin- 
der lock protection with the most 
amazing simplicity of operation. Steel 
hooks at top and bottom of the door 
are released by merely turning the key, 
allowing both doors to swing free. 
When the doors are closed, the hooks 
lock over steel holders, all in one 
motion. There are no foot bolts, no 
holes in the cement to fill up with 
gravel, no chain bolts to pull. A turn 
of the key opens— the slam of the door 
closes. McKinney Mfg. Co., Pitts- 
burgh, Pa. 


Order this McKinney Quicklock Garage Set 
by its number; No. 9031-D. It sells at a popu- 
lar price and makes a quick - moving item. 


McKINNEY 


GARAGE HARDWARE 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH 
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By LLEW S. SOULE 


NOT A ONE=MAN JOB 


HILI the independent retailer must, 
W:: a time at least, bear the brunt of 
chain store competition, the manufac- 
turer and wholesaler are vitally interested in 
the outcome. The wholesaler knows that his 
future existence depends upon the existence 
of retailers who use him as a source of supply. 
The manufacturer knows that any appreciable 
cutting down of independent wholesale and 
retail outlets means a serious situation for him. 
It is conceded that there is no place for the 
regular jobber or the traveling salesman in the 
present chain store program. It is also gen- 
erally conceded that the manufacturer who 
produces a line of merchandise has little ground 
for hope in the chains. The policy of the 
chain stores is to handle only the so-called popu- 
lar priced items which turn rapidly and require 
no sales effort. Their whole merchandising 
plan is built around that policy. Any deviation 
from it would materially increase their operat- 
ing expenses. It would mean increasing their 
stocks by the addition of higher priced lines. 
It would also mean heavily increased expenses 
involved in employing and training salesmen. 
In addition it would entail a service problem, 
which is a necessary part of full line mer- 
chandising. 

Therefore the manufacturer who produces 
a complete line cannot depend upon the chains 
for distribution. The best he can expect is 
partial distribution, through them, of a few 
items of his line. Those few items must meet 
terrific competition of other manufacturers, 
and can therefore carry but a very small profit. 
Without the independent wholesaler and _ re- 
tailer to distribute and sell the bulk of the items 
he makes, it is doubtful if the manufacturer of 
a complete line could afford to stay in business. 

Is it wise to jeopardize the future of a line 
of merchandise for immediate volume on a 


few items which may or may not carry a profit: 
Would it not be wiser to build up ana 
strengthen those outlets which sell lines rather 
than items? 


We are willing to concede that the inde- 
pendent merchant has not always measured up 
to his job. At the same time we do not be- 
lieve that he has been altogether to blame. As 
a part of the system of distribution, he has 
sometimes been neglected. Jf the independent 
retailer had at all times received the same 
measure of cooperation that has been extended 
to chain organizations, there might be a dif- 
ferent story to tell. 


Be that as it may, the independent retail 
hardware merchant has shown tremendous im- 
provement in the past few years—in store 
arrangement, merchandising ability and aggres- 
siveness. He has had some help, but not 
enough. He has now registered sufficient 
progress to merit more general cooperation. 
We believe that he will receive it in the near 
future. He needs better prices on some com- 
petitive items. He needs friendly education 
and advice on the ways and means vf judicious 
buying and selling. He needs a lot of moral 
support. 

Of one thing we can be sure. The effi- 
cient, independent hardware wholesalers and 
retailers will continue to be vital factors in 
retail merchandising. They will continue to 
sell the bulk of worth while hardware products. 

As J. Frank Grimes aptly says: “The whole- 
saler and independent retailer can match in 
economy, efficiency and merchandising ability 
any other system—if—they put aside all false 
pride—old theories—old ideas—and work to- 
gether. Manufacturers as well as wholesalers, 
travelling salesmen and retailers can find food 
for thought in that statement.” 
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“Profit Program of Henry Brown” Was 
Theme of Arkansas 29th Convention 


ORE than 100 Arkansas retail 
hardware dealers attended and 
participated in the 2%th annual 

convention of the Arkansas Retail 
Hardware Association, held in the 
Hotel Marion, Little Rock on May 7 
and 8. The convention theme was an- 
nounced as “A Profit Program for 
Henry Brown, a Hardware Retailer.” 
Throughout the two day sessions, dealer 
discussions occupied a prominent part 
and it was generally conceded that the 
carefully planned program was the most 
instructive yet to be undertaken in 
Arkansas. 








W. F. BRACY 


Treasurer 











The call to order was sounded on 
Tuesday morning by W. M. Mitchell, 
president of the association. Follow- 
ing the convention singing the presi- 
dent’s message was read. He reviewed 
the events of the past years and briefly 
touched upon the program that was to 
be followed. 


* P. BIGGS, secretary, was then 
called on for the secretary’s annual re- 
port. He spoke of the need for ag- 
gressive merchandising and suggested 
the possibility of securing a full time 


field man to serve association members. | 


Emphasizing the need for facing 


present day conditions with frankness | 


and determination, Secretary Biggs said 


in part: “The survival of the hardware 
store will depend on the willingness of 
the management to recognize the 
changed and changing conditions and 
his capacity to adapt his store and his 
methods to those new conditions. 

“T realize that I am merely repeat- 
ing what has been said many times 
before, but I feel sure that there cannot 
be too much repetition on this subject. I 
have done the best I could to make 
your convention program responsive to 
the situation as I see it. It would be 
easy for me to fill the program with 
orators who would make many pleasant 
but few profitable remarks about your 
business. Instead, I have tried to give 
you a working program which should 
be very beneficial.” 


delivered by Frank Stockdale, merchan- 
dising expert of Chicago. 
ihis topic, “The Problems of a Profit 
| Program of Henry Brown.” Mr. Stock- 
|dale gave a most interesting address 


| which was of great value to the dealers. 





| 

ak. M. MULLIKEN, managing 
| director of the Illinois Retail Hardware 
| Association was the first speaker in the 
| afternoon session. His talk was in the 
| nature of a review with the central theme 
| being “Operating for Profit.” He spoke 
of the need of rating merchandise; the 


and the advantages of having a definite 
credit policy. Following his talk the 
| remainder of the sessidn 
lover to dealer discussions, based on 
many of the subjects he had brought 
|up in his review. The résumé of the 
session was presented by Glendon 
Hackney of Hardware Retailer. Wed- 
nesday’s morning meeting had as _ its 
theme “Planning for Profit.’ Frank 
Stockdale was again introduced to the 
convention and spoke on the session 
theme. He advocated the need of ap- 
plying modern methods the retail 
hardware business and stressed the im- 
portance of quality appeal. He spoke 
at 
leaders and new lines. At the conclusion 
of his talk the meeting was thrown open 
to dealer discussions. Many opinions 
| were offered from the floor, all of 
| which added to the interest and value 
Glendon Hackney again 
| gave the résumé, touching on all the 
various points which had been dis- 


to 





| of the session. 


| cussed. 


The only address of the session was | 


was given | 


some length on the value of loss | 





Taking as | 


necessity of watching margins of profit | 





The afternoon meeting was called 
to order at 1.45 p. m. by President 
Mitchell who introduced as the prin- 
cipal speaker John W. Gamble of 
Omaha, Neb. It was Mr. Gamble’s lot 
to tell about “Henry Brown, The Man” 
which he did in an interesting manner. 
He spoke of Henry’s trials and tribu- 
lations in past years and said that he 
would doubtless survive the competi- 
tion scares of the present day, as he 
survived those of other years. He 
stressed Henry’s integrity, his loyalty 
and service to his community. 


I HE resolution committee brought 

















in a report thanking the various 
L. P. BIGGS 
Secretary 
speakers for their help; urging the 


membership to attend the coming N. R. 
H. A. Congress in Oklahoma City, and 
condemning legislation against chain 
store merchandising methods. 

The nominating committee selected 
Lawrence Hurley of Warren as presi- 
dent for 1929; Ray Merriwether of 
Paragould as vice-president and W. F. 
Bracy as treasurer. L. P. Biggs was 
reelected secretary. 

On Tuesday evening the association’s 
annual banquet was held in the Hotel 
Marion with Henry H. Tucker as toast- 
master and John W. Gamble as speaker 
of the evening. A good program of 
entertainment was presented following 
the unusually fine repast which was 
heartily enjoyed by all. 
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HE Next Great CHANGE 


R ESEARCH 
man tells what, 
in his opinion, 
will be the influ- 
ence of lacquers 
on other kinds 


of paint 


HE matter of quick 

drying finishes is one 

which has not only 
been given a great deal of 
thought and attention in our 
industry in the past decade, 
but which has brought many new opportunities to us, 
and these, in turn, many new responsibilities. 

Some background of the history as regards quick dry- 
ing finishes might not be amiss. While experimental 
and development work had been going on for years, the 
actual advent of the quick drying finish for commercial 
use was due to, probably more than 
anything else, the matter of necessity. 
The motor car manufacturers had 
reached the conclusion that any of the 
old type, slow drying finishes known 
to them were not altogether the ulti- 
mate in finishes for their purpose. 
This was not, by any means, a general 
condemnation of old type finishes, but 
the necessity of a beautiful and dur- 
able finish being applied on an auto- 
mobile so as to keep pace with their 
tremendous rush of _ production, 
brought the motor car manufacturer to 
the realization that something then 
non-existent was the answer to their 
problem. 


One of our great chemical institu- tive and interesting. 


tions, working in close harmony with 

the laboratories of our greatest motor 

car groups, set out deliberately and 

determinedly to develop a pyroxylin type finish for spray 
use, with which one automobile manufacturer, just about 
eight years ago, not only startled the automobile world, 
but abruptly brought industry in general to the realiza- 
tion that here was progress. ; 

This development in finishes then began to come closer 
to home to us as suppliers of the consumer’s daily needs, 
when paint and varnish manufacturers saw the tremend- 
ous possibilities of developing or perfecting such a quick 
drying finish to the point where it could be successfully 
used, both by the craftsman and amateur, through ap- 
plication by the brushing method, rather than being 
confined only to spraying. 

In early 1925, one manufacturer introduced what 
might be termed the first brushing lacquer. This was 
done in a small, local way, however, and not brought 





future of paint is the text of 


in PAINT 


to general attention until later in 1925, when it was 
announced by another manufacturer on a national scale. 
In December, 1925, our own company announced their 
brushing product, and in the next year, 1926, our records 
indicated that there were 112 brushing lacquers intro- 
duced to the American public. 

The majority of these concerns, however, had only 
indifferent success in marketing their products, due 
either to the inability to produce a satisfactory one, or to 
merchandise it properly, so that within a period of less 
than two years following, competition on brushing 
lacquers had narrowed itself down to a mere handful 

of manufacturers. 
However, the introduction of brush- 
ing lacquers had a favorable and de- 


This prediction as to the — cidedly lasting effect on our industry. 


To some extent, we had gone along for 
a great many years in our rather rou- 


an address on the subject tine way, with nothing happening to 
of “Quick Drying Finishes” shake us out of our complacency and 


bring us to realize that possibly our 


by B. A. Wilson of E. I. du yyy industry was one which had not 


Pont de Nemours & Co., at taken full advantage of its possibilities. 


With the introduction of this new 


the April meeting of the product, our general market for finish- 
Philadelphia Retail Hard- ing materials was immediately broad- 


ened—dealers had added to their 
, 


ware Association. It is rec- = ; 
stocks a product, not only more 


ommended as being instruc- modern but one which stimulated sales 


generally by creating interest among 
that portion of the public known to us 
as ‘‘sleepers” insofar as the use of our 
products was concerned. As an in- 
stance, surveys have proved that the paint brush has 
been put into the hands of hundreds of thousands of 
consumers who previously had given little or no thought 
to finishes. 

Brushing lacquer, in a practical way, had provided 
opportunity for the bettering of home conditions, enabled 
the manufacturer and merchant to render better and 
more complete service and, as a result, reflected the 
remuneration for such services in the way of increased 
volume and increased profits. 

The touching up of small surfaces around the home, 
the bringing of color into our living conditions through 
the finishing of some unimportant article promptly paved 
the way for further use of the products of our industry 
and was the means, in many cases, of thousands of con- 
(Continued on page 87) 
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A Retailer Speaks to Paint | 


Brooklyn hardware man offers suggestions for volume and 
profit building from his long experience as a merchant 


the National Retail Hardware 
Dealers’ Association was invited to 
represent the dealers at the recent meeting 
of Paint Advertising and Sales Managers’ 
Conference held in Philadelphia. Mr. At- 
kinson was quite outspoken in his construc- 
tive criticism and his remarks were heartily 
applauded and the discussion indicated gen- 
His talk, in part, follows: 


R J. ATKINSON, former president 
of 
. 


eral approval. 


és 

Tue seeking of increased sales of paint 
is the basic reason, no doubt, for this meet- 
ing, and I will try and guide my talk and 
observations along these lines. 

“There is no doubt that when one studies 
the possibilities for the uses of paint, the desire to sell 
more paint becomes a very strong urge. That this race 
for more sales has already vutstepped the orderly dis- 
tribution of paint products is very often quite apparent. 

“We all want to sell more paint but what we mainly 
want and actually need is a profit on the paint we do 
sell. To live on an industry we must not only figure 
to pay our way but to build up a fund that will make 
it possible for us to finance that industry through the 
years and to provide for such replacements and repairs 
as the progress of time makes necessary. 

“Selling is the first actual step in an industry where 
profit can commence to be counted. 

“In the paint industry most selling is from manufac- 
turer to dealer and dealer to consumer. 





R. J. ATKINSON 


“There are exceptions, of course, where 
manufacturers sell direct to consumers and 
other cases where the line of distribution 
is through manufacturer, jobber, dealer to 
consumer, each class built up largely on the 
basis of economical distribution as each may 
see it. As my experience in the paint line 
is largely based on manufacturer-dealer dis- 
tribution, I shall confine my thoughts along 
these lines, leaving to others the ethics or 
advantages of other methods. 

“Dream business is perhaps the most 
pleasant and easiest to discuss, but when you 
are confronted with rainy days and a large 
expense account, dreams fade and you are 
facing realities and the question of how to 
sell more paint becomes a real study. 

“My observation is that more paint can be sold by a 
studied, ordered program than otherwise. 


sé 

Pant to be sold successfully must first recognize 
the consumer-buyer and all efforts must be centered in 
creating on his part a desire to buy and to producing a 
product that will be satisfactory to him after having 
bought. It is repeat business that is the foundation of 
an industry. 

“Creating the desire to buy must rest largely on the 
combined efforts of the dealer and producer for unless 
they ‘cooperate intelligently good results cannot be 
shown. 

“In the first place, a dealer should fully represent the 
manufacturer of the line he carries and in return for 















These cards are typical of the 
many used by the Atkinson store. 
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Factory Sales Executives 


loyal representation should have the best possible sup- 
port of that manufacturer. 

“The dealer represents that manufacturer to the con- 
sumer and is the only direct contact that the manufac- 
turer has with the consumer. 

“If we can agree that is so, the dealer should occupy 
the same place and confidence of the manufacturer as 
his direct salesman enjoys and be entitled to all infor- 
mation regarding selling plans. 

“He should be consulted before any large advertising 
plans are launched that may affect his distribution and 
his comments of them studied. 

“Much advertising money is spent that the dealer re- 
gards as wasteful, for it is often material that he can- 
not use or can use only in such a limited way that it 
does not warrant the cost attached to its production. 

“Advertising for the dealer can be aptly divided into 
four distinct sections: Window displays, direct mail, 
newspaper advertising and store appeal, each of which 
I will take up separately. 

“Window display when properly done is without 
doubt one of the strongest selling factors for the dealer. 





To start with, the store front must be well painted 
and the windows cleaned and changed regularly. The 
store door should be well designed and the glass kept 
clean. 


Abvertisinc and displays for windows should 
follow the seasons and be planned in advance of season. 

“Cards for window display should not be too large nor 
too small, but readable at a distance of about five to six 
feet. They should not hide the goods. 

“They should name the product and tell the results 
that can be obtained from the use of it. In most in- 
stances they should not contain a selling price, rather 
stressing the advantages obtained by the use of the 
product. There is much room for study by advertising 
men along these lines. 

“Direct mail advertising in its best form should con- 
sist of dodgers or inclosures for all dealers’ customers’ 
mail. Good results are obtained by only mentioning one 
item. 

“For instance, auto enamel could be the subject for 

(Continued on page 84) 
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Helping the Paint Salesmen 
to Bigger Totals 


Extensive Inquiry Shows Clerks Know Their Paints and Applica- 
Finer Points of Salesmanship 


tions But Can Be Helped in 


EVERAL hundred hardware merchants and sales- 

people have undertaken the course of study “Re- 

tail Selling of Paint and Varnish” sponsored by 
the Save the Surface Campaign and executed by the 
Business Training Corporation of 350 Madison avenue, 
New York City. The writer has read four of these 
lessons and has found them easy to read, interesting 
and undoubtedly helpful. 

All salespoints are made by telling of some incident 
that brings out the point in mind. In nearly all cases, 
this incident actually happened in a hardware store 
and was one of many such instances reported by the 
investigators, who visited 178 stores as customers for 
paint in quantities ranging from sufficient to paint a 
vase to painting a group of farm buildings. 

The story of how these lesson books were prepared 
is interesting in itself. The Business Training Corpor- 
ation has prepared similar courses for automobile, 
silverware and other lines but had had no experience in 
paint sales when the Save the Surface Campaign agreed 
to sponsor such a campaign. Knowledge of the actual 
selling of paint was necessary, the Sales Training 


Corporation held, before helpful text books could be 
prepared. 

The Corporation has investigators in many sections 
of the country and these men and women were in- 
structed to go to stores where retail paint is sold and 
to assume the attitude of customers and report what 
happened. From these reports, the strong and weak 
points of the over-the-counter paint salesmanship of 
today were noted. 

With these reports in hand, a meeting of men whose 
business it is to study hardware stores salesmanship 
was called and the reports read and a course of study 
discussed. The subject was divided into ten units and 
these units were written as text books, using the in- 
cidents that had been reported by the staff to illus- 
trate how difficulties can be overcome ; how a customer 
who had intended to paint only one room was per- 
suaded to paint several, how the man who planned to 
paint his house was induced to paint house, barn and 
outbuildings and so on. 

In the January 24 issue of HARDWARE AGE, we re- 
viewed the reports of these investigators on the appear- 

(Continued on page 86) 


Ratings on Retail Salesmen’s Skill and Personality 


T 


HE following percentages are not scaled with respect to any mythical idea of salesmanship. A hundred per- 
cent standard was set up to represent not an arbitrary standard of perfect selling, but as nearly as possible an 


intelligent customer’s reasonable estimate of what constitutes first grade salesmanship in the paint industry. 
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between the shop- 
per and the sales- 
man. This was 
reported verbatim 
and conservative 
ratings given. 


General Average 60% 


General appearance and manner of speaking. 

Skill in cultivating customer’s respect and good-will. 
Skill in asking questions to secure needed information. 
Skill in making helpful suggestions. 

Technical knowledge of paint and painting. 
Knowledge of decoration and color schemes. 


AWaAwWN 











and included calls 
for everything in 
the industry 
through a wide 
range of care- 
fully selected situ- 
ations. 








[Poor] 


7 Ability in estimating quantities needed. 

8 Skill in building up customer’s desire for the recom- 
mended paints. 

9 Skill in handling questions involving difficulties and 
obstacles. 

10 Skill in closing sales. 
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Wuite Leap— 


Ancient and Modern 


ODERN science has evolved many new pig- 

ments of great value in the make-up of paint, 

but white lead, which dates back to the early 
days of the Christian era, still retains its importance. 
And though the 20th century product has reached a 
greater degree of fineness and purity than the white 
lead which was known to the ancient Romans, funda- 
mentally the early methods of manufacture were very 
little different than those used in developing the paste 
white lead with which every hardware dealer is familiar 
today. 

This is established beyond a doubt by the writings 
of Pliny and his predecessors, who left detailed recipes 
showing how white lead was made in those days. The 
Romans called it cerussa and it was known by this 
name for many centuries. It is still “ceruse” in the 
French language. 

Another authentic record which belongs in the ar- 
chives of the white lead family is an old bill, dated 
1274, listing the materials which were used in decorat- 
ing the “painted chamber” of Edward I of England. 
In this itemized account, white lead is mentioned as 
“albi plumbi” (white of lead). From 1600 to 1750 the 
pigment was commonly employed in England, France 
and Germany and known by various names, but the 
old Roman “cerussa”’ still clung to it in many quarters. 

It was during the Middle Ages that the enterprising 
Dutch placed their national stamp upon a process of 
manufacturing white lead which is still widely used. 
But though Holland is credited with the origin of this 




















Underground view, showing cage loaded with ore. Metallic 

lead, from which white-lead is manufactured, is mined in 

many parts of the world. Under normal conditions, the 

United States produces more than one-third of the total 
production. 


process, it is believed that the Dutch traders obtained 
the secret through close commercial relations with the 
Venetians, whose trade touched every corner of the 
known world. 

There are several other methods of manufacture be- 
sides the Dutch process, but the only one which has at- 
tained great commercial success is the Carter process. 
This process produces a small tonnage as compared with 
the Dutch method but it is accomplished in less time be- 
cause it starts with a tiny particle of lead instead of 
a six-inch disk. The chemical 
action is identical. Most of the 
world’s supply of white lead is 
produced by these two pro- 
cesses. 

Metallic* lead, from which 
white lead is manufactured, is 
mined in many parts of the 
world. Under normal conditions, 
the United States produces more 
than one-third of the total pro- 
duction. Spain, Germany, Aus- 
tralia and Mexico are all import- 
ant producers of lead. 


















(Continued on page 89) 


To insure the highest degree of 
fineness, white lead is passed 
through a screen of silk bolt- 
ing cloth, with meshes so tiny 
that there are 27,000 or more 
to the square inch. This screen 
is jiggled mechanically to pre- 
vent the meshes from becoming 
clogged. 






"me 


ee 





ee i oa 


















46 HARDWARE AGE for MAY 23, 1929 





AINTAINING THE BEAUTY | 








Choice of Wax, Varnish, Floor Oil or Shellac Offered for 
These Floors Which Go So Well with Painted Woodwork 


all fit nicely into the plans of the hardware paint 
merchant. The highly polished, well kept oak 
floor is a definite encouragement toward a better main- 
tenance of the woodwork and furniture of the room. 

The following suggestions for the finishing of newly 
laid flooring and for maintenance and refinishing of 
flooring already down are supplied by the Oak Floor- 
ing Bureau and should be helpful to merchants who are 
consulted by customers. 

The finishing of ar oak floor is a most important 
feature, involving cost, color and finish desired. Per- 
sonal taste and artistic or decorative effects are the 
guide for the floor finisher. 

The “First Grade” of Oak Flooring should have a 
natural Oak filler—color of Oak. For the “Second 
Grade” and “First Grade Sap” a light golden oak filler 
should be used, and after the Hoor is filled, it should 
he gone over with a little burnt umber mixed with 
turpentine to darken light streaks. This will make the 


OF floors, well kept woodwork and painted walls 


‘Second Grade” and “First Grade Sap” appear similar 
to the “First Grade,” except that the color will be 
slightly darker. In filling the “Third Grade,” a dark 
golden oak filler should be employed, and the light 
streaks should be darkened in the same manner as the 
“Second Grade” and “First Grade Sap” grades. With 
a little care in finishing this grade, splendid results can 
be obtained. 

First—Treat the floor with a paste filler of desired 
tone, to fill up the pores and crevices. To thin the filler 
for application, one has a choice of using turpentine, 
benzine, wood alcohol or gasoline to get the right con- 
sistency. Never use a liquid filler. When the gloss 
has left the filler rub off with excelsior or cloth, rubbing 
against the grain of the wood. This will make a per- 
fectly smooth and level surface. It keeps out dirt and 
forms a good foundation, which is the keynote of suc- 
cessful floors. Allow the filler twelve hours to set or 
dry. Then apply two coats of white shellac before 
applying the wax treatment. When varnish is to be 
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in HIGH GRADE 


used, give one coat 
of filler and one or 
two coats of var- 
nish. 

A wax or varnish 
finish may be used. 
The wax finish is 
preferred by many, 
due to economy and 


ease of renewing 
places that show 
wear. The renew- 


ing may be easily 
applied by  house- 
keeper or servant. 

Wax FINISH — 
The best method of 
applying the wax is 
to take cheesecloth 
and double it to get 
added thickness; then fold into a sort of bag. Put a 
handful of wax inside and go over the floor thoroughly. 
It will be found that the wax works through the 
meshes of the cheesecloth and gives an even coating 
over the floor. This prevents waste and excessive wax 
in spots. After the floor has been gone over with the 
wax and allowed to dry about twenty minutes, it is 
ready for polishing. Rub to a polish with a weighted 
floor brush, first across the grain of the wood, then with 
it. (A clean, soft cloth may 
be used in place of the brush 
if desired) ; then a piece of 
woolen felt or carpet should 
be placed under the brush to 
give the finishing gloss. After 
waiting an hour, a second 
coat of wax should be applied 
in the same way and rubbed 
to a polish. 

VaRNISH FinisH—This is 
usually more expensive than 
the wax finish, but it gives a 
very hard surface, which at 
the same time is elastic. One 
or two coats should be applied 
after the application of the 
paste filler. Any of the stand- 
ard Hardwood Flooring Var- 
nishes will give good results. 

Ftoor Ow  FInisH — 
When a high class finish is 
not desired an economical 
finish may be had by the use 





OAK FLOORS 


of light flooring oil, 
made expressly for 
this purpose by 
many paint and var- 
nish houses and oil 
makers; it serves as 
a filler as well as a 


finish, and is_ par- 
ticularly recom- 
mended for Oak 
Flooring in public 
institutions, office 


buildings and stores. 
This oil keeps the 
dust from rising 
and preserves the 
floor. 


How to Care for 


Oak Floors 


There are several preparations put up by varnish and 
wax manufacturers which give excellent results for 
cleaning and the care of oak floors, that may be 
bought at any department, hardware, drug or paint 
store. 

Air moisteners kept filled with water and hung on 
the backs of radiators remove excessive dryness from 
the air during the winter months, and should be in 


every home. (Continued on page 90) 
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IN A FOG 


By SAUNDERS NORVELL 


SEE that my friends, the Book-of-the-Month Club, 

have been getting into trouble. One of the pub- 

lishers has attacked them because they are a great 
injury to the book business, also because they are 
“commercial.” 

They brought out “The Cradle of the Deep,” by Joan 
Lowell, and distributed about 100,000 copies of this 
story. A number of the critics of the Book-of-the- 
Month Club wrote what they thought about the story. 
In the light of later developments, these criticisms are 
very amusing. One critic wrote that nothing could be 
more realistic than this story. Now, when it seems that 
most of the story is pure imagination, it places this critic 
in an awkward position. 

Qn the other hand, why should it? Fiction frequently 
is more realistic than fact. Sometimes when I review 
my past life some of the characters, pure fiction, in 
books are far more realistic than some of the living 
characters with whom I have come in contact. 

The first month that I worked in the hardware busi- 
ness I attempted to pile barbed wire. That was a long, 
long time ago. The memory of my learning the art of 
stacking barbed wire in the warehouse is so dim, and 
the men with whom I worked are so dim, that I almost 
wonder whether I ever really did pile barbed wire in a 
warehouse. But there was an accident. A reel of 
barbed wire slipped, fell and rolled against the calf of 
my leg. I received an ugly cut, and the scar of that cut 
is still there. Therefore, I really suppose once upon a 
time I must have had this experience in handling barbed 
wire. 


Fact and fiction! How they do blend in our lives. I 
do not think it makes much difference whether Joan 
Lowell sailed the Seven Seas with a lot of rough sailors 
until she was seventeen years old or not. Her story is 
a good one and what difference does it make if it is not 
true? 

There is a celebrated autobiography of Benvenuto 
Cellini. He had plenty of astounding adventures. The 
chances are that most of his adventures were not true. 
\e might even wonder if such a character as Benvenuto 
Cellini existed, but when we go to Italy and _ visit 
Ilorence and other cities, we see statuary and pieces of 
silverware that were done by Benvenuto. Therefore 
we presume he was not a myth, but a reality, ahd even 
if the story of his life, written by himself, is not en- 
tirely true, it does make very interestinggreading. 

This case of the Book-of-the-Month Club interests 
me, because it indicates how almest anything will suc- 
ceed if it saves the public the effort of thinking. I am 
one of the charter members of this club. When I read 
how a committee of several experts would pick out a 
book and send it to me once a month, I said to myself, 


“That sounds good,” so I immediately subscribed, and 
[ am still a willing victim. 

They have sent me some very interesting books. 
Possibly I never would have read these books if I had 
not joined this club. When I glance through a book and 
do not like it I do not return it to the club and ask for 
an exchange. That is too much trouble. I would have 
to go to all the trouble of picking out another book. It 
is much easier just to mail this book that I do not like 
to one of my friends. At least, my secretary does. 

When the Book-of-the-Month Club published their fist 
of books, which they have sent up to this time, and when 
I read this list carefully, some of the books I remembered 
and others I did not. I suppose I have received them all, 
but on this list are books of which I haven't the slightest 
recollection. They must be the books I have passed on 
to my friends. 


W: Y should this club be accused of commercialism ? 
If to work for a profit is commercial, of course they are 
commercial. Do book readers expect these expert critics 
to work for nothing? If you have ever lived in New 
York, you will realize it takes something more than a 
few kind words and encouragement to keep the wolf 
away from the door. 

From a very small beginning this Book-of-the-Month 
Club now has 100,000 members. This means the sale of 
100,000 books per month or 1,200,000 books per annum. 
This little acorn has certainly grown into a very large 
tree. I have before me a recent circular they have sent 
me. This circular tells you the book you will receive 
next month. It also gives a list of a lot of other books. 
If you don’t like the book they propose to send, you can 
head them off by ordering another book. But more than 
this, after you have received the book they have selected, 
after you have glanced through it, and possibly read it, if 
you do not like the book, you can send it back and they 
will send you another in its place. This is certainly ser- 
vice with-a.eapital “S.” Then I read further that even 
if you do nét wish a book at all you can just call it off 
and save your money. All you obligate yourself to do is 
to actually receive and pay for four books a year. 

If they sell 1,200,000 books at a price of $2.00 per 
book on the average (it seems to me it would average 
more than that), this means a neat little buisness of 
$2,400,000 in books. I do not know a thing about the 
internal workings’of this business. I have not met any of 
the reviewers who select the books. I suppose, however. 
they make a deal with a publisher, when they decide 
upon a book, to mail the book to each of their members, 
and to attend to all of the necessary details. Therefore 
this selling organization practically has no overhead, no 
factory, no warehouse, but I suppose they have an 
office, as they actually have an address. 
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One thing especially interested me in their circular 
and that is the statement that this enormous book busi- 
ness has been built up without the assistance of a single 
salesman. They have simply mailed out circulars and 
have advertised in the newspapers and magazines. No, 
I do not own a single share of stock in the Book-of-the- 
Month Club. I haven't noticed their stock being quoted 
on the market. I have never seen one of their balance 
sheets. I do not know how they split up their profits, 
but when I read the attack upon them on the part of a 
certain publisher, my sympathies were all with the Club. 

If this sort of business is hurting “legitimate publish- 
ing,” why didn’t this publisher think of the book-of-the- 
month idea first? There must have been a want on the 
part of the public for books. The public must have 
wanted someone to pick out their books for them, other- 
wise this business could never have been built up, but, 
of course, when a business such as this is built up, when 
the business on books is diverted from one channel of 
distribution to another, someone is hurt, and when some- 
one is hurt, we have to expect to hear a long and loud 
yelp. 

The last book that came had a peculiar name—‘‘The 
Preface to Morals.” Now, what does that mean?’ It 
was written by Walter Lippmann the present, or former, 
Executive Editor of the New York World. What is an 
“Executive Editor?’ I would like some enlightenment 
on that subject. 

Having read everything on my library table the other 
night; with a sigh, I picked up “The Preface to Morals.” 
I haven’t gone very deeply into “Morals,” but so far it 
seems that the Executive Editor, having had a liberal 
education, having read almost everything, and having 
developed a highly trained intellect, suddenly finds him- 
self in a deep and impenetrable mental fog. There is 
nothing surprising about this to me. I have seen the 
same thing happen time after time. As a matter of fact, 
it seems to me that most of my highbrow, intellectual 
friends wander around in such a fog. That seems to 
be the trouble with all this higher education. We let go 
of all the props and supports we had in the past, we 
strike out with something new, just as a flier leaves the 
land in his airplane at the rate of one hundred miles per 
hour and suddenly finds himself enshrouded in a deep 
mist. 


Ons of the prize winning plays here in New York 
is “Street Scene.”’ I understand it is all about the New 
York streets and about very common, ordinary people. 
You can’t buy a seat for this play for love or money. 
They are sold out months in advance. When the author 
of this play was interviewed, after receiving the prize 
for producing the best play of the year in New York, he 
informed the newspaper men he was totally uneducated ; 
that he had never had an opportunity to get any educa- 
tion. He attributed his success and the originality of his 
play to his lack of education. There is a good deal of 
truth in what he had to say. Possibly by not being 
educated he had managed to keep out of the fog. 

This same thing applies to business. I have known 
business men to do pretty well, just meeting their cus- 
tomers, selling goods, filling the orders and giving their 
customers real good service. Then these same men, 


after a while become mixed up with higher education in 
business. Immediately they seem to have fallen into a 
fog, and many of them all the rest of their lives never 
got out of it. 

At one time I was manager of a claim department. 
This was in St. Louis. There is a bridge over the Mis- 
sissippi River to East St. Louis. There was a customer 
in East St. Louis, with whom I had exchanged numerous 
hot letters, and | wrote him hotter letters in reply. My 
pile of white sheets and yellow sheets accumulated on 
my desk. 

One day the late Mr. E. C. Simmons wandered over 
and sat on the edge of my flat top desk, as he had a 
habit of doing. He picked up some of the papers on 
my desk and looked them over. Possibly he wondered 
what I was doing to earn my salary. His eye alighted on 
this bunch of claim correspondence. He turned through 
the pages slowly and carefully. Finally he looked at me 
with his gray eyes and remarked, “You have had a fine 
time writing letters. Why don’t you walk across the 
bridge some afternoon and settle this claim?” I got the 
point. I took a couple of hours off one afternoon, met 
this customer, found he was a real fellow, made a 
friend and settled the claim. 


QO: course, this is a very simple story—just as simple 
as the play I have been writing about, but back of all 
this simplicity, there is a great deal of weighty 
philosophy. 

On one occasion, I had to call on a buyer. He was a 
man of few words. When he spoke, it was very much 
to the point. At considerable length, I attempted to ex- 
plain a certain situation. He leaned back in his chair, 
looked at the ceiling and listened to me. When I had 
finished, what he said was “Very good! But do I get 
the extra 5?” This buyer, of course, was very narrow- 
minded. He had a single track mind. He never wan- 
dered off into fogs of conversation. He concentrated 
on one idea. Strange to say he was uneducated. He 
couldn’t even write a good letter, but, oh Willie! how 
he could buy!! 

eo * * x 

The other morning, I arrived in New York on a very 
early train. Walking up the street to keep an engage- 
ment, | suddenly remembered that I had not had any 
breakfast. I looked around for,a restaurant. I saw a 
sign “Silver’s Cafeteria.” I went to the entrance and 
walked down a few stairs leading into the basement. 
The room was crowded with men. I took off my over- 
coat and hat and hung them on a hook. Then I took 
a seat at the table. No one paid the slightest attention 
to me. There was no conversation in the entire res- 
taurant. Every man there was sitting at a little table 
all by himself. New York is a very talkative place, 
therefore I was surprised at the general silence. 

Looking around, I saw there were no waiters, and 
then it dawned on me that if I wished to satisfy my 
hunger, I had better get busy, so I got in line with an 
aluminum tray, picked out an assortment of food and a 
cup of coffee and went back to my table. 

It was interesting to study the men in this restaurant. 
They ate in silence and they all wore their hats. Realiz- 

(Continued on page 85) 
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High Grade 
Readymixed 
PAINT 


—s 








The Best 


Interior 


Enamel 


Y aA 








HIS is the final chapter on | 
the Drawlet or speed lettering | 
pen explaining the elementary 
rule of constructing the last seven 
letters of the Egyptian alphabet. 
First of all the Drawlet or speed 
pen is practically foolproof. It is so 
substantially constructed that it will 
not break or spread under the 
natural pressure necessary to make 
the oval or circular strokes. The 
fountain which holds sufficient ink 
to draw from eight to ten letters is 
so securely fastened to the pen shank 
that it will not get out of adjustment 
if the pens are given reasonable care. 
The writer has a set of these pens 
which have been in constant use for 
over a year but they have had the 
best of care. 
The angle at which the pen is held 
is entirely controlled by the round 





flat bill. Take hold of the pen handle 





Let us 


help you 
with your 


exterior 
and 


interior 


Painting 


Brown Bros. 

















as you would a pencil, keeping the 
thumb and first two fingers well 


| down on the handle within an inch 


and three-quarters of the pen bill. | 


This is absolutely necessary in order 
to control the strokes and even flow 


of ink. 


‘Tue trouble most beginners have 
with the speed pen at first is in 
keeping the ink the proper flowing 
consistency. If too thick it will not 
flow at all, if too thin the strokes 
will be watery and streaked. 
India ink is the best to use as it re- 
quires no thinning and is always 
ready for use. If the ordinary 
show card ink is used, water should 
be added by two or three DROPS 
at a time. 

The reader’s attention is directed 
to the letters TU V W X Y and Z 
and numerals 1 to 9 shown herewith. 
Starting with the capital letter T, 
the first stroke is made by turning 
the pen handle sideways so the bill 
of the pen is at right angle with the 
top guide line making stroke No, 1 
about one inch long. Stroke No. 2 
is made by turning the pen handle 
so the bill is directly in front of you, 
bringing it down to the bottom guide 
line in one sweep. Stroke two 
should be 114 in. in height. Make 
all letters 4 in. more in height than 
in width. The letter U requires but 
three single strokes as the arrows 
indicate it being finished off at the 
top by two short “NIBS.” These 
nibs are not entirely necessary but 
give the letter a more finished ap- 
pearance. 

Next we have the angle letters V 
W X Y Z. These letters are closely 
allied to each other as follows: the 
V being one-half the letter W, and 


Black | 








The use of the 
EFFECTIVE 


By JOSEPH BERTRAM JOWITT 


the X one part of the letter Y. 

lor hurry-up price tickets nothing 
can beat the simple Egyptian nu- 
merals shown at the bottom of plate. 
These nine numerals were made with 
a number one speed pen which was 
dipped but twice in the ink bottle. 
The reader will notice that a thin 
line is drawn through the figures 
3 5 6 at the bottom. This shows as 
the arrows indicate where the single 
stroke should stop and then be com- 
pleted by a reverse stroke like stroke 
four at the bottom of the numeral 3. 
In writing show cards it is not so 
much the exactness of detail in form- 
ing each letter and numeral as it is 
the effect the show card produces 
when finished. Legibility should be 
the key note. The next important 
point to consider is the lay-out. 
Leave plenty of open space with as 
wide margin or border as_ the 





Ask for 


Color 
Chart 


ew ideas 
on artistic 


Color 
Combinations 


Brown Bros. 
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Speed Pen for ory 


Brushes 


RICE | ICKETS 275 


reading matter will permit; try and 
write the reading matter for your 
show cards as you would a tele- 
gram, leaving out all unnecessary 
words. 

For all lettering up to three inches 
in height the speed pen has the ad- 
vantage over the brush. It will do 
the same amount of work in less 
than one-half the time required by 
the brush and the effect is equally as 
striking. 

In laying out a show card be sure 
to rule off the margin first; next 
draw a line down through the center 
to help you center your card and di- 








Paint and 
Varnish 


Remover 


=. 








your guide lines the height of let- | size 


lined drawing, but a single faint | ting 


working, resting the forearm and "Tn 








vide the words equally ; next rule off | tration 


line formation of each letter. If | FULL 
any line of lettering takes up too| in. The full-size price cards may be 
much space, rub out the pencil lines | cut from a full sheet without leav- 
and try it again or until it is wholly | ing waste: 
within the proper allotted space. eight cards, 7 x 11; sixteen cards, 

One of the most important things | 5% x 7. 
to remember is to keep the bill of 3% x 5% in., 4 x 4 in.,, 24% x 3% 
the pen FLAT on the surface while | in., 3 x 3 in., and 134 x 234 in. 
show card writing success 1s 
wrist joint on the card. The read- | simply a matter of systematic prac- 
er’s attention is called to the illus- | ice and determination. 


showing different standard 


tickets. With such a 


tering; then make a rough pencil | splendid variety as this it will not be 
sketch of the lettering, not an out- | necessary to waste cardboard by cut- 


sizes. A standard size 


SHEET measures 22 x 28 


Four cards, 11 x 14; 


The remaining sizes are: 





Make Use of 
This Article on 


Price Tickets apo Pen ee 


HE value of 
—> NIBS 


descriptive 
price tickets to i 
the retail mer- | 
chant cannot be 
overestimated. 
An otherwise 
—~ ———pi 
x 
q eS 





of merchandise 
may not move 
the goods, but 
the chances of 
selling are 
greatly increased 


s 


perfect display 
~~ 








when a small , y 
ticket bearing a V ~ X ZU 


value-creating 


description is oS 
used with the 
item. 4 y A! 

The examples 
shown here are 
suggestions for 
the paint depart- . 

MS 


ment, and the —_ 
descriptive mat- 3 
ter may be as 
varied as desired. 
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Mill Supply Men Convene in Atlantic City 
For Annual Discussion of Trade Problems 


IRECT selling by manufacturers 

at less than jobbers’ cost prices, 

inadequate profits of distributers 
on many lines and continued high ex- 
pense of distribution were uppermost 
in the discussions at the joint con- 
vention of the American Supply and 
Machinery Manufacturers’ Association, 
the National Supply and Machinery 
Distributers’ Association and _ the 
Southern Supply and Machinery Deal- 


ers’ Association at the Ambassador 
Hotel, Atlantic City, N. J., on May 7, 
8 and 9. 

At meetings of the distributers it 


was declared that the cost of doing a 


mill supply business has averaged 20 | 


per cent of the sales during the past 
three or four years, and that the dis- 
counts given by many manufacturers 
are not sufficient cover this cost. 
Notwithstanding this high cost, it was 
asserted that dealer distribution is the 
most economical for most manufac- 
turers. 

Progress was reported in some lines 
toward bringing about better conditions 
for the distributers. The maintenance 
of resale prices by some manufacturers 
has helped materially, but there are 
lines, it was said, in which unstable 
market conditions make it almost im- 


to 


possible for distributers to sell at a 
| profit. 

The policy of some manufacturers 
to sell direct to the industrial consumer 
| at prices which are below jobbers’ cost 
| prices was repeatedly referred to as one 
of the most demoralizing influences in 
the mill supply situation. 

There was optimism in 
| sociations, however, that considerable 
progress will be made during the 
coming year in eradicating some of the 
evils which have been disturbing to 
both manufacturers and distributers. 
Trade practice conferences to be held 
soon by some of the groups which make 
up the membership of the manufac- 
turers’ association are looked upon as 
a step that will bring into the limelight 
the practices complained of by dealers. 
The dealers hope to get better results 
within their own ranks and in con- 
ferring with manufacturers through 
local chapters, many of which have been 
organized in the past year or two. The 
manufacturers’ association will be di- 
vided up into groups, according to prod- 
ucts, to facilitate the conference idea. 


* * * 


Inadequate profits on some lines of 
products 





manufactured handled — by 


all three as- | 


mill supply houses and the problems 
created by direct selling by manufac- 
}turers at less than distributers’ cost 
| prices were the subject of lively dis- 
cussion at the sessions of the National 
Supply and Machinery Distributers’ As- 
| sociation. 





Improvement Is Reported 


Although it was reported that con- 
siderable improvement in conditions 
in the mill supply trade has been 
brought about during the past year or 
two through joint efforts of manufac- 
turers and distributers, much work re- 
mains to be done, it was revealed by 
the convention discussions, to bring 
about a situation satisfactory to the 
distributers. 

A recent practice of some manufac- 
turers in soliciting business through 
their own representatives and turning 
over to the distributer such orders as 
they receive to be filled with a deduc- 
tion of 10 per cent commission was 
frowned upon by the national associa- 
tion in a resolution, which declared 
such practices to be “unsound and not 
conducive to good business.” 

George A. Fernley of Philadelphia, 
secretary of the organization, said that 
the officers and executive committee 








New Officers of National Supply and Machinery Distributers’ Association 


Seated, left to right: H. E. Ruhf, Cleveland Tool & Supply Co., Cleveland, first vice-president; H. H. Kuhn, Hardware & Supply Co., 


Akron, Ohio, presideat; E. B. Hunn, C. 8S. Mersick 


& Co., 


New Haven, Conn., second vice-president; George A. Fernley, Philadelphia, 


secretary. Top row, left to right: Arthur Yorke, Hansen & Yorke Co.. New York; T. E. Hazell, William H. Taylor & Co., Allentown, 
Pa.; Percy G. Maddock, Maddock & Co., Philadelphia; A. E. Douglas, FE. A. Kinsey Co., Cincinnati, and William T. Todd, Jr., 
Somers, Fitler & Todd Co., Pittsburgh, members of the executive committee 
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New Officers of American Supply and Machinery Manufacturers’ Association 


David C. Jones, Lunkenheimer Co., Cincinnati, President; George T. Bailey, Oliver Iron & Steel 
Co., Pittsburgh, treasurer; R. Kennedy Hanson, Pittsburgh, the new secretary, who is also 
secretary of the National Pipe and Supplies Association 


held a special meeting last September 
to discuss what action should be taken 
to determine the causes for the fact 
that ‘‘distributers are not making a net 
profit which adequately compensates 
them.” At that meeting it was decided 
to authorize a special survey, which 
has since been conducted by Robert L. 
Hobart of the Wharton School of Com- 
merce and Finance, Philadelphia. Copies 
of the survey have been printed in 
booklet form and are available for 
free distribution to interested persons 
upon application to Mr. Fernley, whose 
address is 505 Arch Street, Philadel- 
phia. 

“Efficient and economical distribu- 
tion,” said Mr. Fernley, “is one of the 
most important problems in our in- 
dustry. In order to place the products 
of manufacturers in the hands of in- 
dustrial consumers with the least ex- 
pense and greatest expeditiousness, 
practices which tend to disrupt the dis- 
tribution facilities of the industry 
should be minimized or abandoned. One 
of the most demoralizing factors is 
direct competition of manufacturers, 
and we have therefore continued to 
give it our close attention.” 

Representatives of a number of lines 
of manufactured products addressed 
the distributers relative to progress that 
has been made in bringing about trade 
conditions more satisfactory to the dis- 
tributers. 

Don S. Brisbin, Columbus McKinnon 
Chain Co., Tonawanda, N. Y., told 
of the new distribution policy recently 
inaugurated by chain manufacturers. 
Under this plan, buyers are divided 
into three classes: Those who buy in 
carload lots, those who buy in stand- 
ard unbroken packages, and those who 
buy less than standard packages. Prices 
on broken package lots are about 30 
per cent higher than those on _ full 





packages, a differential which affords a 
margin for the distributer. Larger 
profits are allowed on some slow-moving 
sizes. 


Harold F. Seymour, Columbian Vise | 


& Mfg. Co., Cleveland, said that the 
vise manufacturers have worked for 
the past two or three years toward 
making prices profitable for jobbers. 
He said that resale prices would be 
established which would place vises on 
a 25 per cent basis in most cases. 

The association decided to take ac- 
tion toward bringing about better con- 
ditions in the marketing of twist drills. 
It was said that manufacturers are 
anxious to cooperate. 

William P. Jeffries of the Hack Saw 








Blade Manufacturers’ Association said 
that his group had virtually got rid of 
secret rebates and had largely elim- 
inated competitive direct selling. He 
said also that the hack saw blade man- 
ufacturers had succeeded in reducing 
materially the number of sizes, and 


t that very few calls are now received 


for discontinued special sizes. 

Horace Armstrong, Armstrong 
Brothers Co., Chicago, said conditions 
in drop forged tools are the best since 
1921. He thought that the making of 
six months’ or yearly contracts for 
drop forged tools should be discour- 
aged for the reason that such contracts 
tempt manufacturers to cut prices. 

S. Horace Disston, Henry Disston & 
Sons, Inc., Philadelphia, discussed the 
file situation and Frederick H. Payne, 
Greenfield Tap & Die Corporation, 
Greenfield, Mass., talkéd on taps and 
dies. Mr. Payne said that the tap and 
die industry had been materially aided 
by an increase in export, which has 
been brought up to about 25 per cent 
from about 10 per cent, to which it 
dropped after the World War. 

x * * 

The American Supply and Machinery 
Manufacturers’ Association adopted a 
resolution favoring the retention in the 
revised tariff now under consideration 
by Congress of the so-called flexible 
provision and commended the putting of 
tariff making on a more scientific basis 
by greater utilization of the fact-find- 
ing work of the United States Tariff 
Commission. 

The association also reiterated its be- 

(Continued on page 80) 


New Officers of Southern Supply and Machinery Dealers’ Association 





Seated, left to right: Alvin M. Smith, Smith-Courtney Co., Richmond, Va., secretary; C. W. 
Beckner, W. Va-Ky. Hardware & Supply Co., Huntington, W. Va., second vice-president; D. D. 
Peden, Peden Iron & Steel Co., Houston, Tex., president; C. J. Salm, Dixie Mill Supply Co., New 
Orleans, La., first vice-president. Top row, left to right: W. M. Given, Young & Vann Supply 
Co., Birmingham; T. C. Keeling, Nashville Machine & Supply Co., Nashville, Tenn., and W. W. 
Doe, Alabama Machinery & Supply Co., Montgomery, Ala., members of executive committee 
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Verified Retail Store News Notes 


ALABAMA 


3IRMINGHAM—Lion-Lewis Hdwe. Co., is erecting a 
new business home at Fifth Avenue and Ninth Street. 


ARKANSAS 
MALVERN—Lindahl Hdwe. Co. of this place was 
bought by F. C. Stearns Hdwe. Co., Hot Springs, and 
will be continued as Malvern Hdwe. Co. 


COLORADO 
Fort Morcan—The Whiteley Hdwe. Co. has suc- 
ceeded to the business of Prince-Martin Hdwe. Co. of 
this place. 


CONNECTICUT 


Hartrorp—Star Hdwe. Co., 510 Front Street, has 
recently been incorporated. 


FLORIDA 


TALLAHASSEE—F’. G. Byrd, Inc., has been formed at 
205 South Monroe Street. 


GEORGIA 
BuckHEap—King Hdwe. Co. has moved into a new 
store at 3069 Peachtree Road. 


ILLINOIS 


VERSAILLES—W. R. Greenwell has taken over the 
business of J. Frank Stuller of this place. 

BLoomMiInctoN—John Hurst is now conducting the 
k. E. Hurst store at 206 West Front Street. 

VeronA-—Edwin Whorral Hdwe. store was recently 
damaged by a severe fire. 

LircuFiELp—Cartright & Gilly have taken over the 
business of W. M. Schutt at 409 North State Street. 

Staunton—C. C. Fritz & Son have opened a store at 
226 West Main Street. 

JacKksonviILLE—Brady Bros. Hdwe. Co., 45 South 
Side Square, has sold its building to a chain store or- 
ganization and will soon be located in a new structure. 

CuEenoa—Roy E. Klein, formerly a junior partner in 
J. D. Klein & Son, has taken over that company. 

Rockrorp—Black & Co., Decatur, IIl., have opened a 
branch at 431 West State Street, in this city. 

Cuicaco—Thomas Hdwe. Co., Inc., 4121 West Madi- 
son Street, will soon move to 4240 West Madison Street. 

Cuicaco—Wilson Bros. Paint & Hdwe. Co., 6226 
Cottage Grove Avenue, will move to 6219 Cottage Grove 
Avenue, soon. 

Cuicaco—Phillip Bambach, formerly in business at 
3545 Elston Avenue, will soon open a store at 3159 Cly- 
bourn Avenue, Chicago. 


INDIANA 

BuNnKER Hi_t—Dawson-Deisch Hdwe. store has suc- 
ceeded that of Heard Hdwe. Co., of this city. 

UnionpaLeE—J. D. Hite is contemplating moving to a 
new location in this place. 

GREENTOWN—W. E. Laughlin, who, for several years, 
operated here with Shade & Laughlin, is now operating 
as W. E. Laughlin. 

Jonessoro——W. P. Gray, for sixteen years with Wiley 
Hdwe. Co., has bought the business and will continue it 
as the W. P. Gray Hdwe. store. 

Co_tumsBus—Martin Virden has purchased his broth- 
ers’ interest in Virden Bros., and is continuing it as The 
Virdens. 

MiL_rorp—Sharp Hdwe. Co. is erecting a new store 
building in this city. 


IOWA 


S1sLEy—O. A. Johnson has opened the Sibley Hdwe. 
Co. here. 

Stoan—N. P. !unamann has succeeded the business 
of Chas. Pratt of this city. 

KiRKMAN—R. J. Rasmussen is now the owner of 
Kirkman Hdwe. of this place. 

Lake ParK—Peete Hdwe. Co. has succeeded to the 
business of Garms & Garms Hdwe. store. 

TraER—Crippen & Miller plan to add an addition to 
their building. 

AtLantic—Albert Bojens, 316 Chestnut Street, is 
planning to remodel his store building. 

BurLtincton—Minier Hdwe. Co. is the new name for 
the Geo. H. Minier Hdwe. Co. 

Morninc Sun—Bert McKinley, proprietor of Mc- 
Kinley Hdwe. Co., has taken over the business of E. J. 
Pollock. 


KANSAS 


Oxeto—Geo. C. Eley is now adding a hardware stock 
to his implement business. 


KENTUCKY 
Liserty—Ed. Foster has purchased the interest of 
Mrs. Kate Myers in the Liberty Hdwe. Co. 
Harropspurc—E. I. Hopper Imp. Co. is the successor 
to Adams Bros., of this place. 
MippLEessoro—The Middlesboro Hdwe. Co. is re- 
modeling its store interior. 


MARYLAND 


BALTIMORE—Simon Bernstein, East Baltimore Street, 
is the successor to B. S. Hartogensis. 
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MASSACHUSETTS 

New Beprorp—Economy Hdwe. Co. has moved from 
297 Dartmouth Street to 1056 South Water Street. 

Fatt River—Troy Hdwe. Co. is now located at 151 
Pleasant Street, Fall River, Mass. 

WAKEFIELD—Henry Duncan Corp., of Everett, Mass., 
has opened a store corner Main Street and Richardson 
Avenue, in this city. 


MICHIGAN 

ReesE—R, Alderton is now in business in this city. 

Miptanp—Dean Walker has purchased an interest in 
the Bark Hdwe. Co. on West Main Street, of this city. 

SaGINAwW—Frank Bros. Hdwe. Co. have moved from 
412 Court Street to larger quarters at 120 North Michi- 
gan Avenue. 

Hupson—H. O. Lane and K. A. Aldridge are oper- 
ating the Hudson Home store here, succeeding M. E. 
Powers. 

Lansinc—Andridge-Gleason Hdwe. Co. has been es- 
tablished at 221 West Washington Street, by E. W. 
Andridge and C. B. Gleason, both of Lansing stores. 

MonroE—Finzel & Scribner, 8 South Monroe Street, 
are to erect a two-story building. 

Harzor Beacu—Engle & Smith of Port Hope will 
open a branch store in this city. 

Lupincton—Chas. P. Clauson is the successor to 
Madsen & Clauson Hdwe. Co. of this place. 

CoLpwATER—Wm. J. Sweet has succeeded Sweet & 
Morgan. 

Hottanp—Zoerman Hdwe. Co. at 13 W. 16th St., 
has bought out Deur & Zwerner Hardware Store, which 
it sold to them 7 years ago. J. Zoerman is again owner 
of the business. 


MINNESOTA 
PARKERS PrarrigE—August Larson has remodeled his 
hardware store. 


HEeNNtNG—Cosgrove & Cockrell are now conducting 
the business of E. P. Tschbold of this place. 


MISSISSIPPI 


SHELBY—The Bolivar Hdwe. & Lmbr. Co. has been 
incorporated here by C. S. Morrison and others. 


MISSOURI 
GREENFIELD—J. H. Fleischer has succeeded E. L. 
Hirst & Co., of this place. 
SLATER—Hill Bros. have taken over the business of 
R. T. Jenkins, of this place. 
St. Lovuis—Central Hdwe. Co. is now established at 
811 North Sixth Street. 


NEBRASKA 
STROMSBURG—J. W. Bailey Hdwe. has succeeded 
Bailey & Lund of this place. 
Fatits City—Tucker Hdwe. has moved to a new 
building in this city. 





Mapison—M. E. Nelson is now conducting the store 
of Bintz Hdwe. Co. 

Eacte—Eagle Hdwe. & Imp. store is the successor to 
W. J. Quinn. 

Loup City—Loup City Hdwe. Co., Kokes & Karty, 
props., has been established in this place. 


NEW JERSEY 


BayYoNNE—Harry Meyerson is now located at 789 
Broadway. 

Jersey City—John A. Lancaster has opened a retail 
store at 611 Newark Avenue. 

DuNELLEN—Smalley Bros., 326 North-Avenue, plan 
to erect a new building at 119 Washington Avenue. 

SOMERVILLE—Geo. W. S. Reed of 44 Main Street, is 
the successor to Albert Hopkins’ business. 


NEW YORK 


CLARENCE—Charles J. Havens has remodeled his 
building on Main Street. 

WaTERVILLE—Willard S. Bissell, proprietor, W. J. 
Bissell’s Sons, has succeeded W. G. McLean Co. 

New York City—Tudor Hdwe. Co. has opened a re- 
tail store at 793 Third Avenue. 

New York City—S. M. Altman has opened a retail 
store at 3894 Broadway. 

New York City—James H. Drakes’ Sons are to open 
a branch store at 200 West 40th Street. The main store 
is at 77 Fourth Avenue. 

New York City—Sander Manheim, 880 Freeman 
Street, Bronx Borough, has moved to 61 West Burnside 
Avenue. 

New York City—Albert Falber, 717 Westchester 
Avenue, Bronx Borough, has moved to 4733 White 
Plains Road. 

New York City—Gustav Wohl has moved from 4719 
Fifth Avenue, Brooklyn Borough, to 4601 Fifth Avenue. 

Newsurcu—Kaplan & Shapiro have opened a retail 
store at 160 Broadway. 

Lockrort—Ruhlmafn Bros. Hdwe., Inc., is operating 
a retail store at 61 Main Street. 

3aTH—Geo. W. Hutchinson has opened a retail store 


in the Purdy Block. 





NORTH DAKOTA 
Wau PETON—Palzak-Goff Hdwe. Co., on Dakota Ave- 
nue, are conducting the business of Connilly Bros. 
Hanxkinson—J. Green & Son are enlarging their dis- 
play space. 
SOUTH DAKOTA 
De Smet—F. J. McCalmont, who has been in the 
furniture business here for 12 years, has added a hard- 
ware stock, 
Rapip City—Duhamel Co. recently had a slight fire 
loss, which is reported to be covered by insurance. 
Britton—Engelhart & Lowthias have succeeded Geo. 
H. Baker in this city. 
DrapER—Draper Supply Co., Inc., W. F. Hale and 
Jose Beach, props., have succeeded to the business of 
Joseph Beach of this place. 
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New (ata ogs and ‘Dealers’ Helps 


Available from Leading Manufacturers 


Farquhar Issues The Farquhar 


Heating Booklets Furnace Co., Wil- 
mington, Ohio, has 


published two interesting booklets relative | 


to heating for health in homes. ‘Hints 
on Health and Heat” is the title of one of 
the interesting booklets; “The Science of 
House Heating” is the title of the other 
book. Both have been well prepared and 
feature the Farquhar furnace. 


Novel Rivet A new and novel rivet 


Display Card ‘display and sample card 
has been prepared by the 


National Rivet & Mfg. Co., Foot of Park 
Place Milwaukee, Wis. There are 17 
brass, copper and aluminum rivets dis- 
played. These actual rivets shown are 
typical standard sizes and types made for 
automotive, aeronautical and industrial pur- 
poses. This display card has a_ metal 
eyelet for easy mounting and for ready 
reference the card with the data is very 
useful. 


Mower Sharpener “Let George Say It” 
Catalog Ready is the title of an in- 
. teresting illustrated 
booklet recently published in its seventh 
edition by The Fate-Root-Heath Co., Ply- 
mouth, Ohio, and devoted to testimonial 
letters relative to its line of lawn mower 
sharpeners. The company has also issued 
Catalog No. 24 covering the Ideal and 
Peerless lines of lawn mower sharpeners. 
This is a well printed book, completely 
illustrated. A net price list dated Jan. 1, 
1929 is available. 


D. D. Smith & Co. 
Issue Catalog 41 


Catalog No. 41 
has been issued 
by D. B. Smith & 
Co. of Utica, N. Y., and covers the com- 
plete line of sprayers which the company 
produces. Among those items which are 
illustrated and described are sprayers for 
insecticides, fire extinguishers, insecticide 
dusters, electric paint sprayers, bucket 
spray pumps, wheelbarrow sprayers and 
accessories. There are many illustrations. 
The book is printed in color. 


Small Tools in [Four hundred and 
B. & S. Catalog twenty-eight pages in 

a compact little cata- 
log recently issued by Brown & Sharpe 
Mfg. Co., Providence, R. I., are devoted 
to the company’s line of small tools. Cata- 
log No. 31 has been carefully prepared and 
is fully illustrated. There is much: useful 
information such as tables of cutting 
speeds and tables of measurements for the 
dealers’ benefit. Among the items shown 


in this book are calipers, rules, protractors, 
gages, clippers, scales, cutters, collets, and 
| pointing tools. 





Dealer Helps Pyrex Housewares 
Division of Corning 


From Pyrex Div. » 
Glass Works, Corn- 


ing, N. Y., has recently issued several new 
illustrated price lists for 1929. New job- 
bers’ catalog pages are also available 
showing new items. In addition, this divi- 
sion has just released several new and im- 
proved consumer folders showing entire 
housewares lines. These can be imprinted 
for dealers upon request. New menu bulle- 
tins with numerous popular recipes can 
now be secured. Many other dealer helps 
are available to the trade from the House- 
wares Division. 


Cool Breezes The new display card 


Display Card “(ool Breezes” produced 
by The Fitzgerald Mfg. 


Co., Torrington, Conn., is a very attractive 
piece of sales literature. A wind-blown 
girl, a restless sea, fleecy white clouds 
while a phantom fan is shown over the 
background, contribute to the general ef- 
fect. This display card should stimulate 
sales of electric fans. 


Valve Specifications Of interest to 


Shown in Dill Chart ‘ealers concerned 
with proper tire 


valve equipment is the issuance of a new 
tire valve specification chart by The Dill 
Mig. Co., Cleveland, Ohio. 


‘ 


Canvas Cushion The complete line of 
canvas cushion caster 


Wheel Catalog 
and truck wheels 


which are produced by Divine Brothers 
Co. in Utica, N. Y., are shown in the 
company’s Catalog No. 22 which is now 
available. Helpful information pertaining 
to the use of these wheels to suit practi- 
cally every industrial truck application is 


given. Many wheels have roller bearings, 
some swivel and others have plain 
bearings. 

Otto Bernz Co. The latest style 


Publishes Circulars ©f torches, fur- 
naces, and some 


plumbers’ tools are completely described 
and illustrated in a new set of circulars 
recently produced by Otto Bernz Co., Inc., 
17 Ashland Street, Newark, N. J. These 
‘circulars are attractively printed and em- 
phasize the effective selling points. They 
are properly punched for insertion in loose- 
leaf catalogs. A set will be sent to jobbers 
and dealers on request to the manufac- 
turer. 





| Hoover Co. Issues Advertising Bulle- 
tin No. 94, listing 


leti A 
Bulletin No. 94 new and old dealer 


| helps for stimulating summer sales, has 
recently been issued by The Hoover Co., 
North Canton, Ohio. New helps consist 
of a series of newspaper advertisements 
of varied size and appeal, the theme of 
hot-weather cleaning predominating. Five 
booklets and folders are listed, also a com- 
plete lithographed window trim, a woman 
cutout, a three-paneled screen, three sets 
of window cards, a series of one-sheet post- 
ers, and a special summer campaign series 
consisting ef a broadside, folder, and dis- 
play material. These have all been care- 
fully designed to help dealers sell the 
Hoover electric cleaner. 





National Mfg. Co. Catalog No. 21 has 
recently been 


Catalog No. 21 issued by the Na- 


tional Mfg. Co., Sterling, Ill., and is de- 
voted to the company’s complete line of 
builders’ hardware. Among the many items 
described and illustrated in this very com- 
plete book are trolley door hangers, garage 
door sets, gable door sets, door latches, 
hasps, hinges, cellar window sets, storm 
sash hangers, and screen and storm door 
sets. 





Many new items are 


Tools & Cutlery h in the Tool 
BS shown in the Too 
in Catalog No. 6 mad Cutlery Catalog 


No. 6 now being distributed by Damascus 
Steel Products Corp., Rockford, Ill. All 
this firm’s goods are priced on the unit 
of ten basis. There are many valuable 
descriptions and helpful illustrations of 
punches, claw wrenches, pliers, hack-saw 
frames, screwdrivers, auger bits, pocket 
knives and slicing knives, etc. 





A very complete 


Hansen & Yorke 


Tool Catalog catalog devoted to 
: tools and heavy 
hardware has recently been issued by 


Hansen & Yorke Co., Inc., distributor and 
manufacturers’ agents for these products 
at 88 Warren Street, New York, N. Y. 
Among the many items shown in this ex- 
cellently compiled and heavily bound vol- 
ume are bolts, hoists, tackle and blocks, 
grinders, cutters, pipe threading tools, files, 
saws, gages, wheelbarrows, staples, and 
wire products. 





New Booklet for Radio Corp. of 
America, Wool- 


Radiola 33 Ww 
worth Building, 


New York, N. Y., has recently completed 
an attractive descriptive booklet regarding 
its new Radiola 33. Beautiful illustrations 
and much descriptive data are to be found 
within the covers. A sheet of dealer helps 
is included in the booklet. 
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Our World Trade During Year 1928 Shows General 


Expansion of Exports 


Editor’s Note—This article is based on 


extracts taken from a very comprehen- 
“Our World Trade in 
1928,” published by the Foreign Com- 
merce Dept., Chamber of Commerce of 
the United States as is the chart used 
on this page. Both the text matter and 
chart are reproduced through the cour- 
tesy of the Chamber of Commerce of 


: sive booklet, 
the foreign commerce of the 


United States in 1928 exceeded 
nine billion dollars. Our total exports 
and imports were greater than in 1927 
by more than 169 million dollars, due 
to the striking export increase of more 
than a quarter of a billion dollars. 

Exports exceeded five billion dollars, the highest figure 
since 1920, the year in which the abnormal values of the 
post-war period reached their peak. Since that time, with 
the single exception of 1921, a year of depression, our 
export trade has shown a general upward trend. Its total 
value in 1928, $5,129,000,000, was 5.4 per cent greater than 
in 1927. This amount includes exports of foreign mer- 
chandise, or re-exports, totaling $99,127,000. 

Imports in 1928 were above four billion dollars for the 
fourth consecutive year, although they reached the lowest 
value since 1924, $4,091,000,000, due to severe declines in 
the prices of raw silk, crude rubber, and cane sugar, three 
of our most important imports. The decrease in the total 
value of our imports amounted to $93,600,000, or 2.2 per 
cent below the 1927 value. 


F OR the fourth consecutive year 


the United States. 


The excess of merchandise exports 
in 1928 was $1,038,000,000, the great- 
est excess of exports over imports 
since 1921. The excess in 1927 was 
$681,000,000. The excess of exports 
of both gold and silver in 1928 
amounted to $411,127,000, as com- 
pared with an export excess in the 
preceding year of $14,471,000. The excess of visible ex- 
ports (merchandise, gold, and silver) for 1928 amounted 
to $1,448,816,000, as compared with $65,104,000 in 1927. 

While the value of our exports in each quarter of 1928 
was well above one billion dollars, the value of shipments 
of American merchandise abroad for the last quarter of the 
year totaled $1,570,000,000, the greatest export value for 
a quarter since 1920. On the other hand, imports in the 
third quarter of 1928 fell below the one billion mark for 
the first time since 1924. 

In 1928, 84.4 per cent of our foreign commerce by value 
was carried by vessel, one-third in American and two- 
thirds in foreign bottoms. About 13 per cent of our ex- 
ports and imports, those to and from Canada and Mexico 
were carried by land vehicles. 









































OUR CHIEF MARKETS AND SUPPLIERS IN 1928 
COUNTRY RANK AS- VALUE OF ~ MILLIONS OF DOLLARS 
BUY LER|U.SEXPORTS TO-| US.IMPORTS FROM| 510 if ato 390 ago 590 oto = ago 290 10) 
CANADA 1 | 1 [8916.156.000|$488.999.000 ? 
UNITED KINGDOM ___ 2| 3] 847277000] 348.435.000 | | 
GERMANY 3| 4 | 467.205.000] 221.979.000 y 
JAPAN 4 | 2 | 288.054.000| 384. 346,000 UMM, | 
FRANCE 5| 8 | 240,691,000] 158,656.00 " | |. 
ARGENTINA _.| 6| 14] 178899.000] 99.485.000 | | | | 
ITALY. | 7 | 13 | 162135.000) 101.812.000 | | 
NETHERLANDS ______| 8 | 17] 142270000) 83,618,000 | 
AUSTRALIA 9 | 26 | 141,295 000! 3 1.658.000 | 
CHINA 10 | 10 | !36:960.000| 140.03 1.000 , : 
CUBA 11 | 71 127860,000) 202678000 | 
MEXICO 12} ti dais 652.000) | 24,522,000 - 
BELGIUM | 13] 19] 111865 000| 75, 100.000 - | 
BRAZIL 14 | 5 | 100.076.000) 220.668,000 ELLE | 
er ae 15 | 25] 86613000, 35106000 | 
PHILIPPINE ISLANDS] 16 | 12 | 79,806.00} 1 15.478,000 Vy 
RUSSIAINEUROPE | 17 | 36 | 72504,000| 13.948.000 Ff 
BRITISH SOUTH AFRICA | 18 47] 59.093.000} 9.270.000 | | 
COLOMBIA ____ 19 | 15 | 58596000] 94.619.000 Vi, | 
SWEDEN _ ____] 20 | 22] 57322,000} 46119.000 | | 
BRITISH INDIA. | 21 | 9 | 53.695 000) 148.93 1.000 Yin | — ae one 
DENMARK ________| 22 | 57] 47173000; 3.941.000 | | | 6 BRITISH MALAYA _ $204,344 000 
CHILE aes ie oe 000| 75.1.60.000 Fy, | | |an surewemeraams _ sxsanene 
VENEZUELA a 24 | 23| 37.820.000| 38.863.000 | 24 ezecnDeLovedA ‘20.900.000 sjimiaciaiaunipaiiiien 
NEW ZEALAND __|25! 32 35.970.000! 19.224,000 | } ! i re nae 
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George F. Massey Joins Hardware Age Staff 


Recognized Authority on Hardware Merchandising and Trade Practices 
Becomes Field Editor of This Publication—Former Editor Implement and 
Hardware Trade Journal 


Massey, formerly editor of 
the /mplement and Hardware Trade Jour- 
nal, Kansas City, has joined HARDWARE 
Act as Field Editor. For the present he 
will operate in and around Kansas City, 
making his headquarters at 4243 Montgall 
Avenue. 

Because of his long experience with the 
Journal, he is widely known to the West- 
ern trade. As a writer on merchandising 
and kindred subjects he has many readers. 

Mr. Massey is a native of Jacksonville, 
Ill., where he attended the public schools 
and Illinois College. For several years he 
did newspaper work, first joining the staff 
of the Jacksonville Journal as, to use his 
phrase, “livery-stable editor.” 

Later he became a reporter for the 
\rkansas Gazette, Little Rock. In 1909 
he went to the Kansas City Journal. 

The following year he was engaged as 
associate editor of the Implement and 
Tractor Trade Journal. Twelve years ago 
he was made editor. 

In that capacity he gained a wide ac- 
quaintance throughout the industry served. 
He conducted the Journal’s campaign for 
a trade slogan which resulted in the now 
familiar phrase, “Good Equipment Makes 
a Good Farmer Better,” officially adopted 
and widely used by the industry. 

During that campaign he made a thor- 
ough study of trade slogans and slogan 
psychology, and wrote perhaps more on the 
subject than has ever been written by one 
man. 

Three years ago he wrote and published 
a tactful, semi-humorous review of former 
trade practices under the title of “Forty 
Years Ago.” 

This account, written under a number 
of chapter headings and illustrated by Dale 


George IF, 


Nutmeggers Will Gather at 
Champ’s Farm for June Outing 


Champ’s Farm in Bridgeport, Conn., will 
be the scene of the 1929 Nutmegger outing, 
to be held during the afternoon and eve- 
ning of Wednesday, June 12. This an- 
nouncement was made at the May 8 meet- 
ing of The Nutmeggers, held in the City 
Club of Hartford, Conn. Dinner was 
served at 6.30 p. m., after which John T. 
McCulloch, Robeson-Rochester Co., presi- 
dent of the organization, introduced Nut- 
megger George F. Ellis, Hartford Belting 
Co., who gave a fine talk on belting and 
its uses. 

The outing committee reported that it 
was working hard on final plans for the 
annual outing. The emblem committee is 
working on an organization insignia and 
another committee is working on a year 
book, rough drafts of which are now being 
made. 

The Nutmegger Quartette rendered sev- 
cral fine songs during the course of the 








Beronius in wood-cut style, attracted atten- 
tion even outside the industry. 
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More recently he wrote an extensive his- 
tory of the Western Retail Implement and 
Hardware Association, which generated 
much favorable comment. 

His writings are known for their thor- 
oughness, strict adherence to fact and read- 
ability. The vein of humor, balanced by 
common sense, running through most of 
his work makes it “easy to read.” 

Mr. Massey has covered many trade 
conventions and visited hundreds of retail 
hardware and implement stores. For 
twelve years he has been secretary of the 
Kansas City Implement, Hardware and 
Tractor Club, the oldest and largest whole- 
sale organization of its kind anywhere. 


evening. This was the last regular meeting 
of The Nutmeggers until the fall. 


Saginaw Stamping & Tool Co. 
Opens Chicago Sales Office 


Due to the increase of business in the 
Chicago territory, the Saginaw Stamping 
& Tool Co., Saginaw, Mich., has opened 
a branch office at 1005 Transportation 
Building, Chicago. 

George E. Johnson will manage this 
office. The telephone is Harrison 3053. 





Stephen Meaney Passes On 


Stephen Meaney, president and treas- 
urer of the Atlas Shear Co., Bridgeport, 
Conn., passed away very suddenly last 
week in his Bridgeport home. He was 69 
years of age. 

Mr. Meaney was a director of the Acme 
Shear Co. 





Chicago Retail Dealers Hear 
Fred St. John at May Meeting 


Nearly one hundred members of the 
Chicago Retail Hardware Asscciation were 
in attendance at the regular monthly 
meeting of the association, which was held 
in the Rose Room of the Sherman Hotel 
on Friday, May 10. 

Fred St. John, merchandise expert of 
the Standard Show Card Co., Chicago, was 
the speaker of the evening. Mr. St. John’s 
subject was, “Merchandising for Volume,” 
and he conveyed his pertinent message to 
the assembled dealers, through the use of 
show cards, lettered with each point he 
wanted to stress, then orally elaborated on 
the ideas expounded by each card. 

He advocated the general use of show 
cards in hardware stores, and illustrated 
their value as business stimulators, saying 
that 85% of all impressions recorded and 
retained by the brain are received through 
the eye. “It sinks in when you show them” 
he said, “back up your displays with a 
‘sales voice’ in black and white. Next 
time you see someone looking in your 
window and then turn away, ask yourself, 
what information did my window lack?— 
to cause the customer to lose interest.” 

Mr. St. John declared overhead was the 
false alarm of the hardware trade and was 
unimportant as compared to turnover. 
“Tf,” said Mr. St. John, “you can secure 
five extra customers every day, by using 
neat, well worded show cards, it means 
1500 extra customers during the year. 
Sight, touch and hearing sell merchandise, 
and another very important factor is 
friendly service.” 

When Mr. St. John had concluded his 
interesting address, Mrs. J. M. Witten, 
entertained with a short program of popu- 
lar songs and was later presented with a 
beautiful boquet of flowers from the asso- 
ciation. 

The business session was then resumed 
and several committee reports were made 
and various dealer problems discussed. It 
was decided to suspend the monthly meet- 
ings of the association during July and 
August, due to the hot weather. John H. 
Ganzer of the Duluth Show Case Co., 
will speak on “How to Display Merchan- 
dise on Open Top Tables,” at the June 14 
meeting, which will be the last gathering 
of the season for the Chicago dealers. The 
regular monthly meetings are held at 8 
p. m. on the second Friday of each month 
and will be resumed in September. 





Gold Seal Electrical Co. 
Buys Rosasco Mfg. Company 


The Gold Seal Electrical Co., Inc., 250 
Park Avenue, New York, N. Y., has ob- 
tained a controlling interest in the Rosasco 
Mfg. Co., Brooklyn, N. Y., and is moving 
this company’s plant to a new building. 

August Rosasco will be in charge of 
the plant, the acquisition of which will 
enable the Gold Seal company to increase 
its radio tube manufacturing capacity by 
more than 30 per cent. 

The Gold Seal company has just com- 
pleted a new wing to its Newark, N. J., 
factory. 








HARDWARE AGE for MAY 23, 1929 


59 





Large Crowds Attend Annual | The Lowe Bros. Co. is one of the oldest 


Chicago Outdoor Life Show 


The Coliseum at Chicago bustled with 
activity from May 6th to 11th for the 
Seventh Annual Outdoor Life Exposition 
and Motor Boat Show was in progress 
there. The average daily attendance ex- 
ceeded 30,000 persons, bringing the total 
attendance for the five days of the show 
well over the 150,000 mark. Extensive 
displays of the latest equipment for outdoor 
sports, touring, camping, hunting, bathing, 
fishing and boating were the attractions. 

The States of Wisconsin and Michigan 
were represented with large exhibits, show- 
ing the many natural advantages they offer 
as sports and vacation lands. Wisconsin’s 
exhibit was displayed amid a natural north 
woods setting and embraced live and 
mounted wild native animals and game, as 
well as glass aquariums containing game 
fish found in Wisconsin waters. Michi- 
gan’s display was just as comprehensive 
though lacking the pine needle odor and 
forest environment of the Wisconsin ex- 
hibit. 

Both vacation enthusiasts and hardware 
dealers handling sporting goods have found 
the exposition a big aid in becoming fa- 
miliar with the newest and most desired 
sports merchandise. Dealers found that 
they got a new slant on outdoor activities 
from their visit to the exposition and were 
better equipped to serve their customers. 

Champions in log rolling, horseshoe 
pitching, bait-casting and other outdoor 
sports gave exhibitions of their skill in one 
end of the Coliseum, which proved very 
entertaining and served as a further at- 
traction to the public. 


McCaffrey File Corp. Names 
Sand & Hulfish, Southern Rep. 


The McCaffrey File Corp., Fifth and 
Berks Streets, Philadelphia, Pa., appointed 
on May 1 Sand & Hulfish, of Baltimore, 
Md., to represent the company in the 
Southern States. 

This firm will cover Alabama, Arkansas, 
District of Columbia, Florida, Georgia, 
Kentucky, Louisiana, Maryland, Missis- 
sippi, North and South Carolina, Ohio 
(Ironton), Oklahoma, Tennessee, Texas, 
Virginia, and West Virginia for the Mc- 
Caffrey organization. 


Lowe Bros. Soon to Merge 
with Sherwin-Williams Co. 


According to a news story in the Cleve- 
land Plain Dealer for May 17, agreements 
to consolidate have been reached by Lowe 
Bros., paint manufacturer of Dayton, Ohio, 
and the Sherwin-Williams. Co., of Cleve- 
land. The following information is taken 
from the newspaper report: 

While admitting that terms had been 
agreed upon, Geo. A. Martin, president of 
the Sherwin-Williams organization, is un- 
derstood to have withheld complete details 
until ratification by the stockholders at an 
early meeting. 








and largest paint manufacturers in the 
country. It was founded in 1869 and in- 
corporated in 1893 by Henry and Houston 
Lowe. D. A. Kohr has been president for 
the past year and a half. The company 
will retain its corporate identity and will 
continue to operate as usual without any 
personnel change. It is the fourth com- 
pany to join the Sherwin-Williams group, 
the others being Detroit White Lead 
Works, Martin-Senour Co., and Acme 
White Lead & Color Works, including 
companies in Canada and Australia. 

This merger will give the Lowe com- 
pany wider facilities and better service to 
customers through the greater resources 
of the Sherwin-Williams Co. 


Blair Mfg. Co. Celebrates its 
Fiftieth Anniversary 


The year 1929 is being observed by the 
Blair Mfg. Co., manufacturer of lawn 
mowers, in Springfield, Mass., as its 50th 
anniversary year. 

The company was formed in 1879 under 
the name of Blair & Fiske. The first lawn 
mower manufactured was the “Easy” 
model, a combination mower and trimmer. 
In about 1890, the company was purchased 
by A. B. Case and a Mr. Loud. A few 
years later Mr. Case became sole owner 
of the business. Phillips N. Case is now 
the president and treasurer. 

Many of the company’s best customers 
have been served continuously from 20 to 
45 years. In fact, the company recently 
received a letter from a man in England, 
who had purchased an “Easy” mower in 
1890, saying it was still in good condition 
and that he wanted to buy a new part. 

“Drawcut Lawn Mowers,” a small book- 
let published occasionally by the Blair Mfg. 
Co., contains in its spring issue an interest- 
ing article by Mr. Case, president and treas- 
urer, which deals with the 50th anniver- 
sary and “The New Competition.” 


Philadelphia Retailers Mark 
9th Anniversary with Banquet 


A large gathering of Philadelphia retail- 
ers celebrated the ninth anniversary of 
their association with a banquet at Kugler’s 
on the evening of May 15. 

President Horace G. Goodwin was toast- 
master and reviewed the splendid work of 
the past nine years. Major Louis E. Fagan, 
United States Marine Corps, was the 
speaker of the evening. He has recently 
returned from Nicaragua, and told of his 
impressions and experiences in that and 
other countries. The Major’s address 
brought his hearers into direct contact with 
conditions in those countries. 

William B. Munroe, president of Supplee- 
3iddle Hardware Company, spoke on the 
changing business conditions and the ever- 
increasing value of close cooperation be- 
tween the various departments of the trade. 

The banquet and entertainment were un- 
der the direction of C. Richard Watson, 
Fred Sulzer, and James M. Rose. 


|A. L. Empey Dies—Secy.-Treas. 
Foster Bolt & Nut Mfg. Coc 


Arnold L. Empey, 
secretary and treasurer 
of the Foster Bolt & 
Nut Mfg. Co., died sud- 
denly on the night of 
May 13 of heart trouble. 

Mr. Empey was born 
in Belleville, Ontario, 
and came to Rochester, 
N. Y., with his parents 
at an early age. He was 
a graduate of Cornell 
University and was a 
practicing attorney in Rochester, N. Y., for 
a number of years, afterward entering the 
bond business in Buffalo. In 1918 he came 
to Cleveland to join his uncle, A. M. Foster, 
president of The Foster Bolt & Nut Mfg. 
Co., and for the last seven years has been 
in active charge of sales for this company. 

He was one of the most brilliant sales- 
men in the bolt, nut and cap screw indus- 
try, and had a very wide acquaintance 
throughout the country, particularly in the 
Middle West. He was a man of high prin- 
ciples and strict integrity, and had the con- 
fidence and respect of everyone with whom 





A. L. EMPEY 


he came in contact. 

He is survived by his widow and mother. 
Funeral services were held at Wade Memo- 
rial Chapel at Lakeview Cemetery on 
May 18. 

Mr. Empey was a member of the Cleve- 
land Athletic Club and Sleepy Hollow 
Country Club. He attended the recent 
Biloxi, Miss., convention, at which time 
this snapshot was taken. 


W. B. Hearn Now Traveling for 
Rome Hardware Company 


Rome Hardware Co., Reme, Ga., an- 
nounces that W. B. Hearn has joined its 
sales erganization and will travel in west- 
ern Georgia and eastern Alabama, opening 
up an entirely new territory for the com- 
pany. He will make his headquarters in 
Rome. 


Robert Glasgow Dies—President 
Glasgow-Allison Company 


Robert Glasgow, president of the Char 
lotte, N. C., wholesale hardware firm of 
Glasgow-Allison Co., passed away at his 
Charlotte home on May 10. He had been 
ill for several weeks and was 48 years of 
age at the time of his death. Mr. Glasgow 
was born in Virginia and in 1902 came to 
Charlotte. He was identified with the 
Rockbridge Hardware Co. of Lexington, 
Va., Weddington Hardware Co., J. H. 
McAden Machinery Co., Charlotte Supply 
Co. and the Charlotte Hardware Co., all 
of Charlotte. He was also a prominent 
civic and religious leader. His widow, three 
sons and three sisters survive him. 
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Master’s New Brownie Padlock 


A new, small Master padlock has been 
brought to the attention of the trade by 
Master Lock Co., 918 Juneau Avenue, Mil- 
waukee, Wis. The Brownie padlock has a 
1%-in. laminated case, built up from 16 
plates of steel forged together with four 
rivets. It has a 34-in. restrengthened high 
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carbon steel shackle, which buries itself 
deep into the lock. Two small, sturdy 
corrugated keys are supplied for the lock, 
which provides 15 actual different key 
changes. The padlock has been rust- 
proofed by the cadmium process. 

This Master Brownie is said to be the 
only lock with a reinforced shackle. Six 
locks are packed with a very attractive 
display. The company has prepared many 
multi-colored displays to stimulate the sales 
of the Brownie. Each lock is individually 
packed—six to a carton. 


Useful New Weed Cutter 


Lively Lad Mfg. Co., 201 Shelby Ave- 
nue, Nashville, Tenn., is manufacturing a 
weed cutter which embodies several advan- 
tageous features. The “Lively Lad” weed 
cutter is operated from an upright position 
and has a double-edge blade made of high- 





grade saw steel set in an ash handle. The 
blade is 2% in. wide by 12 in. long. 


The cutter may be used with one or 








| 





both hands and cuts easily both ways, says 
the manufacturer, without back-bending or 
undue exertion. 
ness of balance, and construction 


in its 


The tool has a correct- | 


| 


there has been eliminated any surplus 
weight. It can be used for cutting large 
or small weeds, for cutting grass, for 


trimming hedges and lower hanging limbs 
of fruit and shade trees, and for cleaning 
flower gardens, etc. 

The “Lively Lad” weed cutter weighs 
2 Ib., is 3 ft. in length, can be resharpened 
without detaching blade, and is packed six 
in a crate. 


A Safety Step Ladder Stool 


A new safety step ladder stool is being 
manufactured by the Sterling Woodenware 
Co., Sterling, Ill. It is so constructed that 
it folds completely flat for handling and 
storage. The manufacturer states that 
accidental collapse when in use is impossi- 
ble due to an automatic safety lock under 
the seat. 

















The stool has an elliptical shaped top 
or seat with special hinges. It is a well- 
finished product and can be furnished in 
six popular colors and with corrugated 
rubber step treads if desired. 


A Door Stop and Window Lock | 


A door stop or anti-rattling window lock | 


is manufactured by Apex Stamping Co., 
Riverdale Station, Chicago, Ill. 

The Apex double-duty door stop is light 
in weight and will hold a door in a defi- 
nitely forceful and sightly way. It can also 





lock. 
fasten a window at any height, the device 
is inserted between the upper and lower 
sashes of the window close to the frame, | 


be used as a window To securely 


thereby riveting both sashes against the 
runner or slides. 

Made to sell at a low, popular price and 
packed two dozen in a display box, one 
gross to a carton. 


Witt Concealed Garbage Can 


A modern container for the underground 
disposal of garbage has been brought to 
the attention of the trade by The Witt 
Cornice Co., Winchell, Koebel and Patter- 
son Streets, Cincinnati, Ohio. 

The Witt Concealed Garbage Can has 
been designed for quick and easy installa- 








tion. When in place, it is out of sight, 
sanitary, oderless and cannot be upset. The 
manufacturer claims that the contents of 
the can will not freeze in winter nor fer- 
ment in summer. 

After each can has been constructed, it 
is hot-dipped in molten zinc. This seals 
all cracks and crevices so that the inside 
is water and odor tight. 

A step on the pedal raises the cover, 
which is self-closing and snug-fitting. The 
corrugated can can be easily removed, 
emptied and then replaced. 





An Adjustable Hose Clamp 


A new type of hose clamp suitable for 
all needs is now being produced by Ever- 
Tite Bolt Co., 4750 Sheridan Road, Chi- 
cago, IIl. 

Ever-Tite clamps have no nuts to tighten, 
no bolts to work loose, no threads to strip, 








and no studs to break. When using these 
clamps, simply check the needed size on 
the lid of the container, take out the re- 
quired tape, which is calibrated in inches, 
and hook in on the clip. With a nail or 
pliers wind the cotter until tight. The 
manufacturer states that the tape is pliable 
and easily handled; that it is tough as steel, 
yet catinot buckle or loosen up under any 
| conditions. 

| Ever-Tite clamps will fit any size. They 
| may be used over and over again and have 
been rust-proofed and are non-corrosive. 
The complete outfit consists of eight feet 
| of clamping tape and sufficient locking 
| clips to make six repairs of any size. 
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WASHINGTON NEWS LETTER 


Proposed Tariff Bill Provides Increased Duties on 
Certain Hardware Items—Report on Management Survey. 


(Washington Bureau of HARDWARE AGE) 
N explaining hardware items whose 
I duties are increased in the pro- 
posed tariff bill, Representative 
Bacharach, Republican, of New Jersey, 
chairman of the subcommitee of the 
Committee on Ways and Means in 
charge of the metal schedule, told the 
House of Representatives that many 
mechanics’ tools and items of hardware 


are sold to an increasing extent in hard- | 


ware and chain stores, the imported 
products often being obtainable at 
much lower prices than are the com- 
parable domestic articles. 
example, he said, is pliers, the demand 
for the cheaper qualities of which was 
said to be supplied to the extent of 
about 50 per cent by the imported prod- 
uct. The average foreign value of im- 
ported pliers in 1928 was given as 
14.4c., while the lowest-grade pliers 
manufactured in the United States can 
seldom be sold as low as 30c. In the 
bill pliers that sell for less than 25c. 


have been given a compound rate of | 


60 per cent and 20c. each while the 
compound rate of 60 per cent and 10c. 


each has been applied to other pliers. | 


Under the present law a flat rate of 
60 per cent applies to pliers. Replying 
to a question by Representative Reed 
of New York, Mr. Bacharach said that 
it was true that the pliers which came 
from abroad were made to imitate an 
American product and that when sold 
people thought they were buying an 
American product but found the pliers 
were soft and would break, with the 
result that domestic manufacturers 
were flooded with complaints as to the 
quality of the pliers which actually 
were not made in the United States at 
all, though the complainants thought 
they were. 


Woven wire cloth with a 30 to 90) ; 
| dent proclaim new rates. 


mesh is given a duty of 40 per cent as 
against 35 per cent and the same pro- 
duct with a mesh finer than 90 is given 
a duty of 50 per cent as against 45 
per cent. Representative Bacharach 
explained that imports are substantial, 
particularly in the finer grades, and 
that such imports are sold at lower 
prices than comparable products of do- 
mestic production. In some instances, 
it was said, the differential in price has 
ranged up to 450 per cent of the price 
of the foreign product and that credit 
terms are granted, particularly on wire 
cloth used in paper making. A reclass- 


A notable 


| 





By L. W. MOFFETT 


authority of a Treasury decision, as | 
| of business and manufacturing con- 


parts of machinery at 30 per cent. 


The increase to 60 per cent from 50 | 


per cent in the rate on umbrella hard- 
ware, according to Representative Bach- 
arach, is intended to partially equalize 
the differences in costs and prices in 


the United States and abroad. Domes- | 


tic production is estimated at $2,000,- 


000, of which 65 per cent is said to be | 


labor cost. 


dustry is now operating at a loss. Im- 
ports, mostly from Germany, are es- 


timated to equal about 15 per cent of | 


domestic production and are increasing, 
it was stated. Table, household and 
kitchen utensils plated with precious 
metals have been classified with uten- 
sils made df base metal at a lower rate 
of duty than assessed on related arti- 
cles made by the same industries. A 
bracket has been added in paragraph 
399 including such utensils plated with 
gold or platinum at 65 per cent and 
silver plated utensils at 50 per cent. 

Other hardware items in which 
changes were made were dealt with in 
HARDWARE AGE of last week. 

Mr. Bacharach said that changes in 
the administrative provisions are most 
important. The amendments suggested 
to the “flexible” provision of the pres- 
ent act would be far-reaching in their 


Representative Bacharach | 
said that there is evidence that the in- | 


effects and would afford a means of re- | 


lief, it is contended, for those indus- 


tries which feel that they have not | 


been adequately provided for in the 
bill. Briefly the provision is so 
amended that investigations looking to 
changes in rates could be made within 
four or five months. Under the pres- 
ent operation of the provision it fre- 
quently requires two, three or even four 


| years before the Tariff Commission can 


complete its inquires and the Presi- 





The subject of managerial problems 
incident to the growth of the chain 
store system is dealt with in the chap- 
ter on “Management” of the survey of 
the National Bureau of Economic Re- 
search published with the report of the 
Committee on Recent 


viewed, representing 100 different kinds 


cerns. 

“The rapid growth of chain systems,” 
writes Mr. Dennison, “due to the trad- 
ing strength of concentrated buying, to 
their opportunities to weigh consumer 
preferences, to their handling of only 
quick selling items, and to their elimi- 
nation of auxiliary services, forced 
them quickly to center attention upon 
certain special managerial problems 
and to functionalize for their continu- 
ous handling. 

“The selection of store location, in- 
ventory control, accounting, window 
display, local advertising, and store 
management were among the earliest 
specializations, and purchasing was 
subdivided almost from the first. In- 
terchain competition and the aiding of 
services and slower moving items have 
hastened the next stage in organization 
—the efforts to carry on the functional- 
ized activities with closer economy and 
to blend them more thoroughly into the 
work of line organization. 

“Chain store advertising, the absence 
of which was originally set forth as one 
of their chain store economies, is in- 
creasing. The significance to the con- 
sumer’s mind of many manufacturers’ 
brands is causing a retardation of what 
appeared to be in earlier years, an over- 
powering trend toward the development 
of private chain brands. There is a 
growing number of instances of coop- 
erative advertising between manufac- 
turers of nationally branded goods and 
chain store systems. 

Mr. Dennison pointed out that, ac- 
cording to articles in chain store pub- 
lications, there, has long been a keen 
appreciation of the importance of the 
store manager and, on the other hand, 
of the difficulty of directing him. In 
the effort to find practical integration 
between the specialists’ contribution 
and local managers’ individual abilities, 


between consistency of service and lo- 


Economic | 


Changes of the President’s Unemploy- | 


ment Conference. The chapter on 
“Management,” written by Henry S. 
Dennison, President, Dennison Mfg. Co., 
Framingham, Mass., was the result of 


ification also was provided with in- | an exhaustive investigation by statisti- 
creased rates on wire cloth used in pa- | cal experts under Mr. Dennison’s super- 


per making, which is now imported, by | vision in which 500 people were inter- | 


| judgment rules,” Mr. 


cal needs and between central policies 
and decentralized administration, it is 
declared, chain store systems have car- 
ried out many valuable experiments. 
“They have used premium payments, 
profit sharing, rigidly classified sal- 
aries, and individual salaries unclassi- 
fied; they have turned traveling inspec- 
tors into supervisors or into teachers; 
they have had fields in which the store 
manager’s behavior is rigidly standard- 
ized, and fields within which their own 
Dennison says. 
(Continued on page 80) 
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General Market News 











Hardware Trade Maintains Its 
Strong Tone—Collections Better 


NEW YORK, May 22.—A generally healthy tone characterizes 
the country’s hardware business at this time, according to reports 


from important market centers. 


While it is true that some sec- 


tions report a slight spottiness, due almost entirely to adverse 
weather conditions, none regard it as a definite trend toward any 
slowing up of demand; in fact, trade has held up remarkably well 
in spite of the atmospheric handicap. A continued spell of season- 
able weather will, no doubt, produce a resumption of strong demand 


for hardware lines. 


The steel industry continues in its healthy stride and is expected 


to do so for some time. 


The agricultural situation is most en- 


couraging, and employment in the industrial areas is at a high 
level, all of which points to good trade conditions. 


Prices are noticeably firm and collections are showing improve- 


ment. 


General Farm Price Level Drops 
2 Points in Month 


The general level of prices received by 
farmers was about 2 points lower on April 
15 than on March 15, and was also 2 points 
lower than it was a year ago, according 
to “The Price Situation, May, 1929,” is- 
sued on May 15 by the Department of 
\griculture. 

Lower prices for cotton, grains, fruits 
and vegetables, eggs, butter and wool were 
responsible for the decline in the index. 


Slightly higher prices for live stock and | 


chickens partly offset the declines. 

Since April 15 there have been further 
declines in grains, cotton, wool and butter. 
Potato and apple prices have advanced con- 
siderably, but hogs and lambs declined, par- 
ticularly the latter, with cattle prices slight- 
ly higher. 

These recent changes indicate that the 
average of prices received by producers 
at the present time is lower than on April 15 
and is likely to remain so during the next 
few weeks. 


Exports at Lowest Mark Since 
September, 1928 


April merchandise exports totaled $427,- 
000,000 as against $489,891,000 in March 
and $363,928,000 in April a year ago, 
reaching the lowest total for any month 
since last September, acccrding to figures 
compiled on May 13 by the Department 
of Commerce. 

Imports for the month totaled $409,000,- 
000, and, although only $25,000,000 above 
the March total of $383,804,000, reached 
the highest figure for any month since 
March, 1926. Imports for April, 1928, 





totaled $345,314,000. The balance in favor 
of the United States for the month was 
$18,000,000, against $18,614,000 last year. 

Exports for the four months ended with 
April totaled $1,846,658,000, against $1,566,- 
771,000 in the corresponding period of 1928, 
while imports amounted to $1,531,155,000, 
against $1,414,702,000, an excess of exports 
of $315,503,000, as against $152,069,000 last 
year. 


Bank Debits Drop 2 Per Cent to 
$18,301,000,000 Total 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended May 8, 
aggregated $18,301,000,000, or 2 per cent 
below the total reported for the preceding 
week, and 8 per cent above the total for 
the corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $17,426,- 


| 000,000, as compared with $17,772,000,000 


for the preceding week and $16,200,000,000 
for the week ended May 9 of last year. 





Price Average for Week is 95.7 
Per Cent Says Fisher 


Prof. Irving Fisher of Yale University 


| announced on May 12 that the previous 


week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 95.7 per 
cent. The April average was 97.1 per cent. 
The purchasing power of the dollar was 
104.5 cents on a 1926 basis of 100 cents. 
The April average was 103 cents. 
Crump’s Index of English Prices for the 





week on the revised 1926 level was 91.9. 
The April average was 93.7. 

The Italian index on the revised 1926 
basis for the week ended May 4 was 74.6. 





March Tire Output is in Excess 
of March, 1928 


Tire manufacturers of the United States 
produced 7,519,234 pneumatic casings dur- 
ing March, compared with 6,911,581 in 
February, and with 6,610,229 in March, 
1928. Shipments totaled 6,708,134, against 
5,282,335 in February and with 5,731,401 
in March, 1928. At the end of March 
their inventories of casings totaled 16,351,- 
750, against 15,494,613 at the end of Feb- 
ruary and 12,388,688 at the end of March, 
1928. 

The tire industry is estimated to have 
consumed a total of 81,780,500 pounds of 
crude rubber and 28,317,800 pounds of cot- 
ton fabric in March. 


Industry and Business Reach New 
Levels in First Quarter 


Business was remarkably active during 
the first three months of 1929, while 
the output of factories and mines was 
larger than in any previous three-month 
period, the Federal Reserve Board an- 
nounced May 14. 

“Recent growth in industrial production 
has been in continuation of a movement 
that began toward the close of 1927 and 
proceeded with little interruption through 
1928,” the board’s bulletin said. 

“In the first quarter of the present year 
the output of industry was about 10 per 
cent above the level of the early months of 
1928.” 

The board said that the rapid rise in 
industrial output during the past fifteen 
months, though it has been participated in 
by most of the country’s industries, reflects 
chiefly the growth in certain leading in- 
dustries, iron, steel automobiles, copper and 
petroleum. 

“Activity in some industries, notably 
building construction, has declined during 
the past few months,” the board said. 
“Output of lumber, leather and its prod- 
ucts and certain grades of paper has also 
been smaller in comparison with 1927 and 
the first part of 1928, and meat packing 
plants have been somewhat less active.” 

One of the chief factors in the rise of 
industrial production to its present high 
level has been the autmobile industry, 
which in the first three months of the 
year produced more cars than in any previ- 
ous quarter, according to the board. The 
output of automobiles was more than 50 
per cent larger than in the first quarter 
of 1928 and more than 25 per cent larger 
than in the first quarter of any previous 
year. Production in March was proceeding 
at a rate of over 24,000 cars a day, the 
largest output ever reached in the industry. 
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Chicago Has Healthy Demand With Few 


Price Changes 


(Chicago Office of HARDWARE AGE) 


CHICAGO, May 22.—Business in the Chicago territory is of such 
a healthy character that there is little reason for complaint, but both 
jobbers and dealers voice the opinion that continued warm weather 
would prove a big aid in stimulating a brisk trade in lawn and gar- 
den goods, painting supplies, house-cleaning needs, etc., as the move- 
ment of these lines has been a trifle slow due to the unseasonable 


weather. 


Improved demand is noted for auto accessories, baseball goods, 
builders’ hardware, electrical goods, fence, fishing tackle, window 


glass, golf goods, lawn mowers, nails, 


paints, prepared roofing sash 


weights, screen wire, shearing machines and wheelbarrows. 


Prices are generally firm. 


Local wholesalers have followed the 


recent sheet steel advances announced by the mills, and prices on 
eaves trough, conductor pipe, and ridge roll are up about 10 per 


cent as a result. 
culating at this market. 


Rumors of an advance in window glass are cir- 
Lower quotations on copper have made 


for an easier situation in copper products, though prevailing prices 
on copper articles are expected to hold until further reductions are 


made. 
tendency. 


Some forms and shapes of steel products have a stronger 





Rain has interfered with farming 
pursuits, to some extent, in this ter- 
ritory, as the soil has been too wet to 
work in many localities. However, the 
crops that are in are generally doing 
splendidly, and agricultural conditions 
as a whole are promising: The farm 
implement, automobile, electrical and 
steel industries in this district are in 
flourishing shape and increased activity 
is apparent in building operations. 

Steel mills in the Chicago area con- 
tinue to maintain production at a full 
capacity average. Indications are that 
this condition will prevail until the last 
of June at least. March and April were 
record months for the local steel indus- 
try and it would appear that May and 
June production will also make new 
marks unless the unexpected occurs. 
Prices are well maintained at steady 
figures. 

Collections average from fair to nor- 
mal, 


AUTOMOBILE ACCESSORIES.—The 
demand for tires, tubes and auto acces- 
sories has improved. Steady prices 
prevail. 

JOBBERS’ thy A TO RE. 

TAILERS, F.O.B. CHICA 

Spark Plugs.—Splitdorf "ee Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 

Box line, 53c. each; A. C., 53c. each: 

lots of 100, 50c.; A. C. Special Ford, 

36c. each. 
Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.80 each. 

Pumps.—Rose, 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires, 
0 x 3%, Liberty cord, $4.85: Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 








service, 29 x 4.50, $13.25; 32 x 6.50 
$27.60. Tubes: 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each: 32 x 
6.50, $2.70 each. 


BICYCLES.—Sales are ahead of last 
year and prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
ao F.0.B. CHICAGO 

Double Bar Motor- Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


BUILDERS’ HARDWARE. — Demand 
is improving. Local jobbers recently 
advanced beveled inside lock sets 50c. 
per doz. and front door sets 5c. apiece. 
Butt quotations are unstable at pres- 
ent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
47 in case lots; less quantities, 

2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
pool cylinder front door sets, $6 per 
set. 


CARPET SWEEPERS. — Demand 
excellent, prices are steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $43. 00 doz.; Universal 
Nickeled, $46.00 doz.; Grand Rapids 
Japanned and colors, $44.00 doz.: 
Grand Rapids Nickeled, $48.00 doz.; 
American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Tie out, 


se 


Ss 


halter and log 


chains are especially active at this time. | 


Manufacturers of coil (pound) chain 
recently announced advances of 25c. 
per cwt., but local wholesalers are con- 
tinuing to sell at old figures and re- 


| port heavy sales. 








JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

14-in. Proof coil chain, $8.75 cwt, 
base; Trade marked coil chains, 40- 
10 per cent off list. 


COPPER RIVETS AND BURRS.— 
Demand is excellent. Any further re- 
ductions in copper will make for lower 
rivet prices. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 


Copper rivets and burrs, 30-10 per 
cent discount. 


EAVES TROUGH, CONDUCTOR 
PIPE, ETC.—Local prices to dealers 
have at last followed recent sheet steel 
advances and are up about 10 per cent. 
Sales are normally active. 


JOBBERS'’ oy eth pe J TO RE. 
TAILERS, F.O.B. CHICA 
28-gage, single head oy joint gut- 


ter, 5-in., $5.00 per 100 ft.; corrugated 
conductor pipe, 3-in., $4.65 per 100 ft.; 
plain ridge roll, 1%-in., $4.05 per 100 
ft.; corrugated conductor elbows, 


3-in., $1.51 doz. 
ELECTRICAL MERCHANDISE.— 
This line is very active. Wire prices 
have quieted down. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; 4-in. brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each, two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7%c. each; dry cells, 
boxes of 55, 32%c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; in lots of six, $4. a Per- 
colator, Universal 9169, $16.6 

Radio Supplies.—Radio B a 
D 779 E, $1.40 each; case lots of 5, 

$1.30; No. 770, $3 each; packages of 
5, $2. 80; No. 772, $2.06 each; packages 
of 5, $1. 92; No. ‘486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 


Radio Tubes. —UX-201A, 97\%c. 
UX-199, $1.46%; UX-227, $2.60: Ux: 
171A, $1.78%. 


FIELD AND POULTRY FENCE.— 
Market is steady and unchanged. Fen- 
cing sales continue exceptionally 
heavy. . 
JOBBERS'’ by atte pe TO RE. 
TAILERS, F.O.B. CHICAGO 
726-6-1214, $28.68 per 100 rods: 1948- 
6-14%, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 


FISHING TACKLE.—Better grades of 
rods, reels and lines are in improved 
demand. Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 
Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each: 
Heddon Golden Rod, $13.35 each: 
South Bend Plunk- Oreno, $8.00 doz.: 
South Bend Crippled Minnow, $6. 80 
doz.; South Bend Teaz-Oreno, $5. 
doz.: South Bend Whirl-Oreno Dis, 
play on cards, $2.00 card; Creek 
Chub Pikie Minnow assortment, $4.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 
asst. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—The weather has been too 
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cold for a real active demand for gar- 
den hose. Local jobbers will soon be 


compelled to advance prices on sprin- 
klers, nozzles and couplings in line 


with recent manufacturers’ advances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Good quality molded garden hose, 


two braid, % in., 7c. per ft.; % in., 

fe. per ft. Molded hose, one braid, 
fein. 644c. per ft.; %-in., Tec. OF ad 

Five-ply, wrapped hose, 

i per ft. Lawn sprinklers, Rain 

ie, $28 doz.; Original fountain 

sprinklers, $6 doz.; Rainbow, 38 in. 

high, $24 doz. 


GLASS AND PUTTY.—Demand is ex- 


ceptionally good. Prices are firm, and 


rumors of advances are circulating. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 lb. 


GRASS CATCHERS.—Sales continue 


to improve, but hot weather is needed 
to promote grass growth which will 


result in a large demand. Prices are | 


steady. 


JOBBERS'’ ype rey TO RE.- 
TAILERS, F.0O.B. CHICAGO 

Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


GOLF GOODS. — Sales are heavy. 
Matched sets are very active. Wood 
clubs with steel shafts are preferred 
by golfers this spring, though a good 
demand exists for steel shafted irons. 
Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Hillerich & Bradsby Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each: 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each: Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Prices 
are unchanged and very firm, except 
for occasional “mail order” leaders, 
which local jobbers can usually enable 
the hardware dealer to meet. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO 
Hammers.—First quality “40 OZ. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatehets, No. 2 broad, $12.50 doz. 
HANDLES, AGRICULTURAL.—Spade, 
rake and hoe handles are active. Qual- 
ity grades are the most popular and 
prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handles, Agricultural—Hay fork 
handles, straight, chucked and bored, 


X 4 ft., $2.40 per doz.; 4% ft., $2.70 
per doz.; XX 4 ft., $3.90 per doz.: 





| HANDLES, HICKORY.—Sales are very 


| 


|ICE CREAM FREEZERS. — Hot 
stimulate the consumer 


4% ft., $4.20 per doz. Ash fork 
handles, bent, chucked and bored, X 
4 ft., $2.90 per doz.; 4% ft, $3.20 
per doz.; ash hay fork handles, bent, 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
XX 4 ft, $6.15 per doz.; 4% ft., 
$7.10 per doz.; bent manure fork 
handles, plain, X 4 ft., $3.05 per doz.; 
414 ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; bent 
manure fork handles, with strap, 
ferrule and cap, X 4% ft., $5.25 per 
doz.; XX 4 ft., $6.65 per doz.; 4% 
ft., $7.10 per doz.; garden hoe han- 
dies, X 4% ft., $2.60 per doz.; XX 
4% ft., $3.70 per doz.; rake han- 
dies, X 5% ft., $3.55 per doz.; XX 
5% ft., $5.65 per doz.; shovel handles, 
regular pattern, X 4% ft., $4.25 per 
doz.; XX 4% ft., $5.95 per doz.; D 
shovel handles, X, $5.25 per doz.; 
XXX, $8 per doz.; wood D spade 
handles, X, $4.90 per doz.; D shovel 
handles, X. L. D. L. top, $4.45 per 
doz.; Sturd-E top, 0. 


good, especially on the higher grade 
lines. Prices have a firm tone, but with 


|} no recent changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handles Hickory.—No. 1 
ax handles, $4 per doz.; No. 
doz.; finest selection second growth 
white hickory handles, $6.50 doz.; 
special white second growth hickory, 
1 hatchet and hammer 
doz.; second growth 
hickory hatchet and hammer han- 
dles, $1.75. 


hickory 
2, $3 per 


weather will 


| demand. Four and six-quart sizes are 





| somewhat retarded current sales, 


the popular sellers. The season’s prices 
are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
White Mountain.—1 qt., $4.85; 2 

5.65; 3 qt., $6.75; 4 qt., Se 28: 6 
at., 10.45; Pe at.., $13.50; 10 qt., $18; 
12 qt., $21.55; 15 qt., 25.60; 20 at., 
33.20; 25 qt., $42.60. List prices. 
Dealers’ discount on White Mountain 
Freezers is 50 per re from list. 

Arctic.—1 qt., $4; , $4.60; 3 qt., 
$5.55; 4 qt., $6.80; co ” $8.60: 8 at., 
$11.10. List prices. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 
Alaska-Grey Goose.— 

$4.20; 3 qt., $5: 4 qt., $6.15; 6 qt., 
$7. 80; 8 qt., $10.10; 10 qt., $13.50. 
List prices. Dealers’ discount on 
Alaska-Grey Goose freezers is 3314 
per cent from list. 

mt + 50; 2 at., 


Auto Vacuum. oe 
$4; 3 qgt., $5; 4 List prices. 
Dealers’ Ft ‘on Auto Vacuum 
freezers is 3314 per cent jfrom list. 


qt., 


-1 qt., $3.60; 2 
qt., 


Acme.—2 gqt., bright galvanized, 
$8 per doz. net: 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Cool weather has 
al- 
though they are running ahead of last 
season. Present prices are expected to 
hold until July 1, at least. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICA GO 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each: 16 
in. ball bearing, 4 knife, 10 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife, 
8 in. wheels, $6.75 each; 16 in. plain 
bearing, 3 knife, 8 in. wheels, $5.25 
each. 


PAINTS AND OILS.—A very active 


| demand is reported. Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE. 
CAGO: 


TAILERS, F.O.B. CHI 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oi!, Boiled.—Barre! lots, 
90c. per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 


63c. per gal.: steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—-100 Ib. kegs, $13.50 
ewt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. 





12% Ib. kegs, $14 


Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%4c. per Ib.; in 100-lb. lots, 6%c. 
per lb. 

Maid Paste.—Barrel lots, 7\4%4c. per 


kegs, $13.75 cwt.; 
cwt. 


PREPARED ROOFING.—Heavy sales 
are reported; prices still unchanged 
here in spite of some manufacturers’ 
advances. 


JOBBERS’ QUOTATIONS TO RE-.- 
TAILERS, F.O.B. CHICAGO: 
Best grade, slate surfaced, prepared 


roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 


2.10 per square; medium grade, talc 
surfaced, $1.30 per square; light 
grade, tale surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 
ROLLER SKATES.—An excellent de- 
mand still prevails, though sales are 
tapering off somewhat. Factories are 
in.better shape. No price changes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, $1.40; 
$1.50. 

$1.30; No. 103, 


Union Hardware, girls’, 
Chicago: No. 101, 

$1.40; No. 105, $1.40; No. 181, $2.65; 

No, 183, $2.75; No. 185, $2.7 
ROPE.—Prices announced for May and 
June are unchanged. Rope sales are 
just about normal for the season. Man- 
ufacturers have announced new 2 per 
cent 10-day cash discount terms, in 
place of the long-ruling 1% per cent 
terms on rope. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Best manila, standard brands, base, 


boys’, 


22c, per lb.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per lb.; No. 2 
sisal, 144%4c. per Ib. 

SASH WEIGHTS.—Sales are very 


heavy just now. Prices are without 


| recent change. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Less than carload lots, $38 per ton. 
Carload lots, $36 per ton. 


|SCREEN WIRE AND POULTRY 


NETTING.—Prices are very steady 
and* season deliveries are on in full 


| force. A large local jobber is featuring 
25-ft. rolls for the dealer to sell by the 


roll in competition with mail order 
prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen cloth, 
$1.95; 14 mesh galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREENS (WINDOW AND DOOR). 
heavy, with regular 
season prices continuing firm. Demand 
is increasing for doors and screens fit- 
ted with galvanized rust-resisting cloth. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Doors, 2-ft. 8-in. x 6-ft. 8-in., No. 
296, $22.60 doz.; No. 311, $26.80 doz.; 
Extension Screen, No. 1833, $4.20 doz. 


SCREWS.—Prices on brass screws 
have been put back to the basis ruling 
before the last recent advance. Sales 
about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 37% per cent; round 
head brass, 32% per cent. Larger 
orders 10 per cent less. 
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Twin Cities Conditions Are Right for 
Excellent Business Year 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, May 22.—Seeding and planting is practically com- 


pleted, and the prospects for a good crop are excellent. 


Soil and 


moisture conditions are right, in nearly all the territory served from 


the Twin Cities. 
very good trade. 


Optimism prevails, and jobbers are reporting a 


Road construction work is getting under way for the season, re- 


quiring man power and materials. 


Unemployment is at a fairly 


low point over the Northwest as the year swings into the period of 


early activity. 


Prices are steady, eachitnees but few Jeimeetien 


AXES.—Demand is fair, with prices | 
firm. 
JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0.B. TWIN CITIES: | 


Sitrgle bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz., net. 


BOLTS.—Deliveries show a fair vol- 
ume, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 
lists. 


BRADS.—Sales are 


prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Call for building 
paper continues to improve as building 
for the year gets under way. Prices 
are firm. 


JOBBERS'’ Sy pve TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
$2.65 cwt., and tarred felt paper, 
$2.80 cwt., net. 


CHAIN.—Call for chain is steady, with 


prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Log chains, 4% x 14, $12.05; % x 14, 





improving, with 


$9.15; % x 14, $8.60; proof coil chain. 
% in., $10.3 in., $7.40; % in., 
$6.85; 7 in., 'g7. 70 cwt., net. 


CHURNS.—Churns are selling well, 
and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Barrel type churns, 3344-5 per cent 
from lists. 
EAVES TROUGH CONDUCTOR 
PIPE AND ELBOWS.—Demand is 
good, and stocks are kept at a high 
point. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $4.90; 4 in., $6.85, 
per hundred feet; conductor elbows, 
3 in., $1.73; 4 in., $2.88 doz., net. 


FIELD FENCE.—Demand is slightly 
better, with prices firm. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 


FILES.—Sales show a steady improve- 


ment over the past few weeks. Prices 


are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from 
list. 


| GALVANIZED WARE.—Garbage cans 


are in demand, with tubs and baskets 
showing good sales volume. Prices re- 
main unchanged. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $13.20° heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Call for these 


items is improving, both from shops | 


and factories, and in the retail chan- 
nels. Stocks are well filled and prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass, Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
lb. steel drums, $4.85 cwt., net. 


LAWN HOSE.—Sales are beginning to 
show volume, with stocks ready for the 
call. Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, 
in., 500-ft. bales, $7.25; %-in., $8. +t 
5g-in., 50-ft. lengths, coupled, $7.7 
Manhattan, red hy og 500-ft. ta 
ot.18: %-in., $9.00; | %-in., 
lengths, coupled, $8.05: Good 
-in., 6-ply, $9.00: Bull Dog, 
, $12.75 per 100-ft. net. 


LAWN MOWERS.—Demand is increas- 
ing steadily, with stocks ready for the 
call. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
a ae ere Philadelphia, Style 
15-in., $15. 17-in., $17.85; 19-in., 
$i9: 95; Style K, 16-in., $14.30; 18-in., 
$15.40; 20-in., $16.50; Riverside, Ball- 
bearing, 16- in., $7.25; 18-in. $8.25 
each, net. 


MILK CANS.—Sales are 





| 
| 
| 
| 
| 





improving, | SANDPAPER.—Sales 


| from new homes. 


with stocks ample. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries are on the increase 
with the progress of construction work. 
Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PLANTERS.—Corn and potato planters 
are selling fairly well, with prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
ee F.0O.B. TWIN CITIES: 


‘orn and potato planters, Acme, 
$10. 25 doz., net. 
POULTRY NETTING. — Demand is 
good, with stocks well filled. Prices 


have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 50- 
10-5 per cent from lists. 
| PYREX OVEN WARE.—Sales are 
steady with fair volume. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.: No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2.33: 


No. 953 percolator tops, 7c. each net 


REGISTERS.—Call for registers shows 
| some improvement as the building sea- 


son opens. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Registers, cast iron, 410-10 and 





steel, 40-10 per cent from lists. 
| REGISTER AND RADIATOR 
SHIELDS. , a fair volume, 


the best demand coming from homes 
where redecorating has been done and 
Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

yer shields, Gem, No. 1, floor 
, $12; No. 10, floor type, $10; No 
type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are oxi- 
dized copper. No. 10 and No. 20 
black enameled. 

Radiator shields, ‘Gem, 
No. 1, $4; No. l-a, $4.50; No. $4.50; 
No. 3, $5; No. 4, $5: No. 5, $5. 50: No. 
6. $6; No. 6-b, $6; No. 7, $6.50; No. 8. 
$7. These prices are list each and 
subject to dealers’ discount of 30 per 
cent. These models with water hu- 
midifiers are $1 extra each, list. 


ROPE.—Demand 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


are 


adjust: ible, 


is fair, with prices 


Best grade manila rope, 7-16 in. and 
larger, 24c.; % in. and smaller, 25c.; 
best grade sisal, 17%4c. Ib., base. 


are on the in- 
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crease, with stocks well filled. Prices 


have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SCOOPS.—Call for scoops is steady, 
with ample stocks on hand. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Grain scoops, heat treated, size 6, 
$13.00: size 8, $13.50; size 10, $14.50; 
size 12, $15.50; size 14, $16.50 per doz., 
net. 


SASH CORD AND WEIGHTS.—Sales 
are on the upgrade, with stocks ample. 
Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 
Sash cord, best grade, 65c. lb. base, 
second grade, 38c. lb., third grade, 
36c. Ib., base, net, and cast iron sash 
weights, $1.85 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Demand is improving with the start of 
the insect season. Prices are firm. 


JOBBERS’ et Aes TO RE.- 
TAILERS, F.0.B. TWIN CITIES: 


Screen doors, common, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. 

Window screens, extension, 24-in., 
Continental, $9.75; Wabash, $5.60 
doz., net 


SCREWS.—Call is good, with stocks 
well filled. Prices on brass screws have 





| 


decreased, other kinds remaining un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SOLDER.—Deliveries 
stocks ample. Prices 
than last quotation. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Warranted half and half solder, 
31\c. lb., and strictly half and half 
solder, 32\4c. lb., in 100-lb. boxes, net. 


STEEL SHEETS.—Demand is 
with prices firm. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 


are good, with 
are %c. lower 


good, 


(base), $4.75; black steel sheets, 24- 
ga. base), $3.95; Armco galvanized 
steel sheets, 24-ga. (base), $6.65 cwt., 


net. 


TIN.—Call for tin is good, with prices 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 238, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $15.50 box, net. 


WHEELBARROWS. — Demand from 
contractors continues good, with domes- 
tic sales showing a fair volume. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Wheelbarrows, barrel type tray, 
best grade, $41.30: second grade, 
$34.70 doz., net; tubular, steel tray, 


19. 29 





garden, $3.75; American 


each, net. 


$7.20; Gopher 
garden, $6.25 


| WIRE.—Fence wire is selling well, with 





prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Demand is increasing, 
and volume is good. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12 x 12 mesh, black 
painted, $1.85 and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh. 
$7 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Call 
steady with fair volume. 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 in., 


for wrenches is 
Prices have 


$2.60; 15 in., $2.75 each net. 

Snap-on Wrenches. — Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Sets, $13.75; 


No. 202, Heavy Duty Sets, $3.80; No.. 
404, Flexible Socket Set, $8; No. 60: 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.65; 8 im, $6.96; 
and 10 in., $8.64 ‘doz., net. 





s 





Ornamental fencing makes a most appropriate background theme for a window display featuring 
This is an excellent example of how it may be done 


spring merchandise. 
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New England Sales and Trade Sentiment 
Improved During the Past Week 


BosTON, May 21.—Although weather conditions generally were | 


(Boston office of HARDWARE AGB) 


against distribution of seeds, paints and a long list of other spring 
merchandise, New England retail sales and sentiment improved the 


past week. Retail business is far from brisk, however. 
theless, is sufficiently better to warrant special note. 


It, never- 
During a ma- 


jority of the first fifteen days of this month it either rained or 
there were high winds. The rain greatly curtailed outdoor activi- 
ties in general, and the high winds interrupted much farm work. 
One highly encouraging development is the growing activity in 
building lines, presumably the result of somewhat easier money 
market conditions. This improvement is more or less spotty, but 
the spots are much more numerous than a month ago, and it looks 
very much as though retail hardware dealers after all will sell a 
lot of builders’ hardware this spring. 

Shelf hardware jobbers report retail dealers as not over-buying. 
Rather, they are buying small quantities of merchandise at a time, 
but are in the market often. The best news the jobbers have to 
give out this week is that collections are quite a little better. May 
10 collections ran heavier than those of April 10, and subsequent 
collections have been encouraging. The mill supply, marine and 
heavy hardware trades apparently are securing their full share of 


current business. 


All metal working plants are busier than they 


were a year ago, and there is an actual shortage of skilled work- 
men. New England industries in general are well employed, al- 
though there could be an improvement in the woolen and cotton 


goods and shoe industries. 





AUTOMOBILE ACCESSORIES. — 
There continues a moderate call for 
automobile tires and tubes, and the 
over-the-counter sales of other acces- 
sories appears to be a little more lively 
than heretofore. The recent strength 
of crude rubber prices is said to be 
the basis for buying of tires and tubes. 


JOBBERS’ a gl tees TO RE- 
TAILERS, F.O.B. BOST 
Tires. —Mansfield og ® “heavy duty, 
straight side, 30 x 33 » $8.85 each, 
ets ot x 4 in., : 
$11.50; 33 x 4 in., $e. 10; 32 x 4% in, 
$15.55; 33 x 5 in., - 15; 35 x 5 in., 
$22.70. Discount, 7% p er cent. 
Tires.—Mansfield line, pamocs, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 s 5.00- 21, $10. '65. Discount 


i * per ce 
ires. ‘en line, balloon, six- 
ply, 30 30 * b _ 21, $11.05 each list; 30 x 

5-2 : 30°x 5.50-20, $16.05; 35 
x 6. on os he Discount, 1% per cent. 

Tubes.—Mansfield line, 12 to the 
earton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. in less than carton lots, 
= per tube should be added to the 
cos 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; a. x - 
20, $11.40; 29 x 5.50, $12.9 
5.50- 20, $13.50; 30 x ’6.00- the * siz-g0: 
31 x 6.00-19,' $13.20; 32 x’ 6.00-20, 
$13.80; 33 x 6.50-21, “tis 6.50. Discount 
10 per cent. In less than carton lots 
-_ per tube should be added to the 
st. 


BASEBALL GOODS.—Jobbers report 
sales of baseball goods have been 
somewhat disappointing so far this 








season, due, it is felt, to weather con- 
ditions. They maintain, however, 
there is yet a long time to sell goods, 
and that retailers are sure to come 
into the market for goods when 
weather conditions are more settled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Balls.—Harwood line, National 
League, $14.50 per doz. net; Profes- 
sional League, $8; Dollar Lively, $6; 
Boy’s League, $3.50; Junior League, 
$2.75; Junior eague special, $2; 
Young America, $2; Boy’s Favorite, 
$1.50; eid 84c.; Reach line, Official 
League, $16.50. 

Mitts.—Catchers’, Reach line, No. 
65X, 75c. each, net; No. 75, $1; No. 
100, $1.40; No. 150, horsehide, $2; 
No. 200, horsehide, $2.75; Stahl & 
Dean line, horsehide, No. 7509, $2.38; 
No. 7533, $3.35; No. 7534; $5.35. First 
baseman’ 8, Stahl & Dean line. No. 
7621, 67c. each net; No. 7620, $1.10; 
No. 7619, $1.33; horsehide, No. 7616, 
3; No. 7612 — No. 0963, $4.17; 
0. 7622, $5. 

Gloves. + alae’, oe line, No. 
24, 50c. ne mt 70¢.; _ 
$1; Ww, $1. ioe sy 10G, $1.7 
Nb. : «3 3L, $2.35; No. 30° 
$2.65; No. ioX® $3.35; Stahl il & Dean 


$3.35; $4 
No. 49, $4. 50; No. 8086, Pr 85; No. 
ECA, 70. 
CROQUET SETS.—Quite a number of 
retail dealers already have covered 
their requirements, and others signify 
their intention of doing so shortly. It 
is believed the 1928 retail carryover 
was pom raged small. 


OBBERS’ Se ge Hd TO RE.- 
TAILERS. F.0O.B. BOST 
Croquet Sets. a 4 A , 5% 





in. mallet, 4 ball, No. 0, $2.50 per set; 
No. H, $2. 80; 8 ball, No. B, $3.40; 6 
in. mallet, 8 ball, No. N, $4.25; 8 in. 
ry 4 ball, No. AA%, $4.50; No. 


HAMMOCKS.—Jobbers’ hammock 
sales have been rather slow so far this 
year, but we have arrived at a time 
when they should begin to increase. 
Another month will find the public in 
the market for all kinds and makes of 
hammocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Hammocks.—Couch styles, khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped duck, 
head rest, adjustable back, boxed 
mattress, broad arm rest, $20; glider 
types, striped duck, mattress, ad- 
justable back and head rest, $30; 
striped drill, without head rest, sus- 
— from steel underslung stand, 


Canopy.—No. K7, $6 each; Khaki, 
No. K2, $4.35. 
Stands.—No. 63A, $3 each net. 


HAYING TOOLS.—According to all 
the preliminary estimates the New En- 
gland hay crop will average better 
than last year. Jobbers are therefore 
urging retailers to take account of hay- 
ing tool stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Scythes.—Grade 1, $17 per a. net; 
bramble, $17.50; brush. $17.5 For 
factory shipments, deduct $1 a doz. 
from these prices. 

Snathes.— Standard makes, ash, 
$14.50 per doz. net; brush, $16. 

Stones.—Western red end, $1.10 per 
doz. net; Bena, $1.60; Star, $1.35; 
round English, 12 in., $3. Green 
Mountain, vie per gross; Black 
Diamond, $17.5 

a. 2 $1 per doz. net; 
Niagara, No. $2.15: No. ta $2.15; 
No. 191, $0 64 aNd 192, $2.5 

Rakes.—Two bow, Hub vt No. 
1,.$7.15 per doz. net. Teeth for same, 
l5c. per doz. net. 


LAWN ACCESSORIES.—Because of 
the abundance of wet weather New 
England lawns have grown rapidly this 
year, and there has been excellent pub- 
lic buying of ltwn mowers. This buy- 
ing forces retail dealers into the whole- 
sale market for supplies every day or 
two. Rubber hose naturally has not 
sold as well as it might had the weath- 
er been dryer. The market for sprink- 
lers is very quiet. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON: 
Hose.—Rubber, garden, Commer- 
cial, % in., 6%c. per - net; Leader, 
y% in., 6%c.; % in., Tig, 
5% in., 8%c.; Olympia, % ‘in., 8i4c.; 
Good Luck, % in., 10c.; Milo, % in., 
10%c.; Bull Dog, % in., 13%4c, 
Lawn Mowers.—Roller bearings, 16 
in., $18.25 each net; 18 in., 19. 50; 
20 in., $20.75; roller bearers, 16 in., 
$16.75; 18 in., $17.50; 20 in., $18. 15. 
Automatic style, 11- 5, 16 in., $12, 18 
in., $13; 20 in., $14. Style 10-4, 14 
in., $9.75; 16 in., $10.50; 18 in., $11.25; 
20 in., $12. Style 9-4, 14 in., $9: 16 
in., $9.50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in., $14.25; 18 in., 
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$15.50; 20 in., $16.75; 14 in., $9.75; Fn RUBBER BALLS.—Having a call for | STEEL WOOL.—There is a steady yet 
in. 910.50; 18 in. $11.26; 2 in. $12: it, local jobbers have added a giant ball | not heavy call for steel wool each week. 
18 m. ~*~ a4 a at apectal, for beach use, and already have taken JOBBERS: QUOTATIONS TO RE- 
style n., $8.50; n., $8.90; : ; TAILER 
18 in., $9.30; special, style 8-3 plain some flattering orders for them. Steel Wool.—Perfection line, No. 
bearing, 12 ‘in., $5.40; 14 in., $5.80; JOBBERS’ QUOTATIONS TO RE- 00, 35c. per Ib. net; No. 0, 23¢.; No 
16 in., $6.20; 18 in., $6.60. TAILERS, F.O.B. BOSTON: ’ : "20c.° 1 3. 3 i , 
’ 1, 2lc.; No. 2, 20c.; No. 3, 19c. 
Rakes. — Lawn, wooden, 3 bow, Rubber Balis.—Return, white with - ‘ ae : A 
steel, wo | $9 per doz. ab Bowe fl elastic, 40c. per doz. net; Junior base- STEPLADDERS.—Jobbers’ reports on 
6 ee oc eee $6.60 ball, ibc.; White Star, No. 172, 0c; stepladders continue encouraging. Ship- 
per doz. net. Bamboo, Lawncomb, $9 alg ‘siripe, 8. ig Ry ag ments are made daily and the aggre- 
- yates —_. = A aad $4; 7 in., 8 in., $8; Fancy Star, gate weekly sales still run ahead of 
> + aNO, WS. &, 9%. 3% in., $2; 6 in., $5.50; white educa- th f ar ago. Small ladders 
LETTER BOXES.—Boston jobbers tional, | 0. 8480, $2: ouameled, | 3 io. ose aia ye ie b tail 
c.; No. ° apparen are requir retailers 
have stocked up well on the new type/ winer giant beach, No. 3858, 69 in. PP y q 7 


circumference, $12 per doz. net. 


SASH CORD.—The market for com- 
petitive lines of sash cord is 2c. a 
pound lower. Prices for standard 
makes remain as heretofore. 


JOBBERS’ Se ag ad TO RE- 
TAILERS, F.O.B. BOSTON 


of letter boxes, which conformed to 
the Government specifications. They 
are prepared to make quick delivery. 


JOBBERS’ myot aso TO RE- 
TAILERS, F.O.B. BOSTON 

Letter Boxes.—R. F. D., 
large size, $40 per doz. net. 


LEVELS.—Jobbers have put into effect 


new type, 


i j Sash Cord.—Samson, No. 7, 69c. 
oS a levels, which show a per Ib. net; Nos. 8, 9 and 10, 68c.; 
moderate reduction, following the re- Phoenix, No. 6, 48c.; No. 7, 46c.; 
ceipt of new lists from manufacturers. 7 4 see. competitive, No. 8, 34c.; 


Revised prices follow: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Levels.—Sands, No. 1A, 
$2.75 each list, 48 in., $3; 
42 in., rr 50, 48 sg $3.75; a 4ABE. 
42 in., ‘48 $4.25; TA, 42 
in., $5. 3 48 $5.75. *piscount 


SCREENS AND DOORS.—The past 
week witnessed some improvement in 
retail buying of scheens and doors. 
Heretofore cold wet weather retarded 
business. Retailers are taking con- 


in, servative amounts of merchandise on 


331% per cent. 
Wood.—Carpenters’, No. 118, 24 in., 
$2 each list; 26 in., $2.05; 28 in., $2.10; 


each order, however. 











30 in., $2.15. No. 118BB, 24 2 $3.50; JOBBERS’ gh tied TO RE- 
26 in.. $3.60; 28 in., $3.70; 30 in., $3.80. TAILERS, F.0.B. BOSTON 
No 677, 12 in. $1; 14 in., $1.05; 16 Screen Doors.—From stock, No. 241, 
in., $1.05; 18 in., $1.10; 20 in., $1.15. 2.6 x 6.8, $19 per doz. net; 2.8 x 6.8. 
age 678, 24 in., $1.25; 26 in., $1.30; 28 319. 88; 2.10 x F510, .94; 3.0 &. 7.0. 
$1. 35; 30 in., $1.40. Discount, 33% $21.88; oy 384, 2.6 x 6.8, ty 2.8 
hang x 8, $27 81; 2.10 x, 6.10, $29. 3.0 x 
Aluminum.—18 in., $4. s each list; 7.0, $30.13; No. 545G x +e ‘sti 
24 in., $5; 26 in., $5.50; 28 in., $6; 36 2.8 x 6.8, oes. 13; 10° : 6.10, $44 $8: 
in., $6.50. Discount, a4 3 per cent. 3.0 x 7.0, $46.44. 
Stanley.—No. 252, 48 in., Oye. 45 each Factory Shipments.—Deduct 10 per 


cent from the above prices. Freight 
is allowed in the distribution of cars 
from factory. 


net; No. 232, 24 in., $3.25; 26 in., $3.60: 
28 in., $3.90; 30 in., $4.25; No. 235, 
42 in., $5.85. 








more often than long ones. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


wg oe er a 
ts $2. 87; 


$1. - each net; 
6 ft., $3.20; 
-» $5.34. 
ft., 30c. 
, $1.20;'5 ft., $1.50; 6 
ft. $1.80; : te "$2.10;'8 ft., $2.40. 
TEA KETTLES.—Tea kettles, which 
were advanced approximately 10 per 
cent around the middle of April, have 
been reduced to their former level. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Tea Ketties.—Copper, No. "18, a5. 
per doz. net; No. 37, $19.15; No. 38, 
; No. 39, $22.50; No. 638, $24.30: 
9, $26.2 No. 8; Copper king, 
$18; No. 8, Sener Queen, $19.20. 
WASH BOILERS.—Wash boilers like- 
wise have been reduced to their former 
price level, they having been advanced 
around the middle of April due to the 
skyrocketing of raw copper and brass 
prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
Wash Boilers. coat No. $40.20 
per doz. net; No. $42.60; No 148, 
$45.60; No. 149, $49.20: 
Wash Boilers. —Tin, No. 81X, $25 
per doz. net; No. 91X, . .° No. 
SIXX, $26.65; No. 91XX, $28 





Unsettled Weather Affects Hardware Sales 
In New York Wholesale Market 


New YorRK, May 21.—Business in this section has followed 
the weather during the past ten days. The activity of April and 
the first week of May has not been maintained, and in most cases 
it is believed that the unsettled weather of this recent period has 
affected the market. Local distributors are not discouraged at 
the present spotty demand for most lines, as they feel that the 
first prolonged stretch of warm weather will greatly stimulate their 
business, particularly in seasonable merchandise. 

Prices are very firm, except in such highly competitive lines as 
steel butts and garage sets. Comparing aggregate sales for the 
current year with volume done the same time of last year finds the 
balance slightly jn favor of 1929, according to reports made in 
this territory. 

Collections average about the same, but it is generally believed 
that.an improvement will come with resumed activity, which should 
follow warm weather. 





Stove bolts, .80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 60 off list; larger to 1 by 30, 
cal cent off list; 1% to 1%, 30 off 
st. 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Stepbolts, 50 per 
cent off list. 


BOLTS AND NUTS.—Moderate de- 
mand continues, with prices unchanged. 
Stocks are ample. 

JOBBERS’ SP Ee done. RE- 


TAILERS, F.O 
Carriage bolts, 55 off list. Case 


lots, 60 per cent off list. 





BUTTS.—Prices have been advanced 
on steel butts and the market at press 
time appears quite strong. This line 
has been subjected to severe competi- 
tive pricing with the lowest quotation 
at about 14 cents for 3% by 3% butts. 
Present offerings in this market, 
which are being well maintained are 
as follows: steel butts, 3% by 3%, in 
lots of three cases, 16% cents per 
pair; in lots of single cases 17% cents 
per pair and in less than case lots, 
18% cents to 20 cents per pair. Dur- 
ing the spirited price competition of 
recent weeks the demand was very 
active. 

GARAGE SETS.—As in the case of 
steel butts, prices have been advanced 
following a period of price competi- 
tion. The market on garage sets ap- 
pears very firm and present quotations 
are expected to be well maintained. 
Jobbers quote $2.10 in lots of 18 sets; 
$2.25 in lots of 6 and in lots of less 
than 6 the price is $2.40 per set net. 
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910, 7 65 each; NO 922, 3 i? 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
~~ 751, $2.25, and No. 761, $3.25 
eac 


LANTERNS.—Fair sale reported, with 
prices as shown. No change in price is 
expected. Local stocks appear ade- 


quate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Lanterns, Hy-Lo, $7.50; Victor, -¥ 00; 
Monarch, $8. 00; Buckeye Dash, $14 00: 
Junior wagon, $17.25; Watchmen’s 
Mill, $25.00; No. 2 Blizzard, $39.00 and 
No. 30 Beacon wall, $37. Prices are 
per dozen and subject to special al- 
lowance of 25 cents per dozen on 
— of 3 dozen or more at one 
time. 

Lantern display stand, $4.00 each 
with lantern assortment, $14.00 each. 


NAILS.—Prices are as shown, with de- 
mand steady but not heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Common wire nails, bright, 4d, $4.45 
per keg; 6d, $4.10 per keg; 8d, $4.05 
per keg; 16d, $3.95 per keg; 20d, $3.85 
per keg; common wire nails, galvan- 
ized, Pos $6.95 per keg; 6d, $6.70 per 
keg; 8 ~ $6.55 per keg, and 10d, $6.45 

per 
Wiree box nails, smooth, 4d, $4.65 
- keg; 6d, “a per keg; and 8d, 
Wire finished nails, 


0 per keg, and "10d, 
per fa, Wire finishing nails, yom 
vanized, “ $7.65 per keg; 6d, $7.05 
r keg; 8 d, $6.80 per keg, and 10d, 
6.70 per keg. 


LAMP CORD.—Has been very active. 
Prices are steady. Stocks are in good 
condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Lamp cord, prices are per 1000 ft.: 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, rg 
brass, white, green and brown, 500 ft. 
on a spool, $9.50; silk covered twisted 
lamp cord, 7? only, 250 ft. on a 
spool, $13; 18 in. 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 
ga. 1/64 cotton single conductor wire, 
white, brown, oak tan, white with 
marker, brown with marker, and oak 
tan with marker, 500 ft. on a _ spool, 
$4.25; 18 ga. 1/32 cotton twisted — 
cord, green and yellow, 250 ft. 

spool, $12.50; 18 ga. black cotton, ‘ves 
inforced cord, 250 ft. on a _ spool, 
$16.50; 18 ga. cotton covered heater 
cord, 250 ft. on a spool, $16.50. 


ROLLER SKATES.—Steady sale on 
warm days, with prices the same. A 
large business is expected in this line. 
Stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Roller skates, Union line, extension 
web heel 4nd toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
pa per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per e: Redskin line, 
for boys or girls, 85c. per pair. 
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Chicago 4 No. 181, $2.65; No. . 
$2.75; No. .75 ; ‘No. 101, $1.3 
and Nos. 103 and 105, $1.38 per aa 
SASH CORD.—There has been some 
price movement on sash cord, but prices 


shown are representative. Demand is 


normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Sampson Spot, No. 8, 
66c.; Aetna, No. 8, 28%c.; Phoenix, 
No. *g, 41c.; Sachem, No. 8, 38c. 

No. 7 is’ le. higher, and No. 6 is 
3c. higher on all brands. 


SOLDER.—Steady sale, with prices 


fairly even. Jobbers quote bar solder 


half-and-half at 35c. per lb., and strip 
solder $2 per 5-lb. box. 


SCREWS.—Firm prices and moderate 
demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
41-10-10; round head, blue, 40-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 32%-10-10; round 
head, brass; 2714-10-10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-74% per cent discount. 


SPRING GOODS.—Business to date on 
these lines has been entirely satisfac- 
tory. Orders were fairly large at the 
early part of the season and replace- 
ment business has been steady. Last 
ten days the demand was somewhat 
spotty, but a prolonged stretch of warm 
weather will likely stimulate a more 
active market. Prices are fairly strong 
in all spring lines. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%c. each. 

Packed 6 in a bundle. 


Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4%, ft. handle (ash), 7 in. blade, 
814%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98%c. each. 
Scuffle type hoes, 8lc. to 92c. each. 


Garden Hose 


5 in.—in 25 ft. lengths, 934 to 13c.; 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22 — Tempered steel blade. 
Bronzed on top side, 18c. each. 

No. 12 — English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35 — Tempered steel blade. 
Rubber back and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33 — Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and polished blade, 


216c. 

No. 43—Offset pattern with green 
painted blade, 33%%4c. each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle. 
44c. each. 








Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles’ with 
grips. Tempered steel blades, 6% in., 
ie 83 each; 7% in., $2.00; 8 in., (Sete 

9 in., $2.33; 10 in., $2.67. 

Ash handles with riveted tongs, 
fastened with bolt, 6% in., plain, 90c.; 
7 in., notched, $1.30; 8 in., notched, 
$1.40; 9 in., notched, $1.50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
6-12% in. tines, $1.891%4 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines,~ $1.57% 
each. Same with 5-12% in. tines, 
$1.891%4 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


Polished forged, steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel blade, 
$1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1. 0234 each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 96%4c. each. 

These are packed 12 in a bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 
ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each; 
24 in. diameter, 32 in. length, $16.50 


each. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50%c. each; with 16 teeth, 
544c. each. 

Medium bronze finish, straight 

, 5 ft. ash handle, 12 teeth, 77c. 
; 14 teeth, polished, 83%c. each; 
16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.01% each. 

Rakes packed 6 in a bundle. 


TIRES AND TUBES.—Demand is re- 
ported fair. An advance has been ex- 
pected for some weeks, but up to the 
present there has been nothing definite 
announced. Stocks are in good condi- 
tion. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4. 50, 
$8.25; tubes, $1.60; 29 x 4.75, 
tubes, $1.70; 29 x 5.00, $9.90; 
5; 5.00, $10.20; tubes, 
$10.65; tubes, $1.85; 
tubes, $1.90; 28 x 5.25, 
. $1.85: 30 x 5.25, $11.90; 
3 $12.25; tubes, 
és. tubes, $2.2 
. 6 ply , $14.70; tubes, 
; 30 x 5.50, $16.05: tubes, $2.35; 
30° x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16. 65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 
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Another World’s 


A New World’s Record Holder 
Mr. Edson Klinkel of Toledo, Obio. 


350 Kleanbore Car- 
tridges were fired by 
Mr. Edson Klinkel in 
making this composite 
target — Reproduced 
Actual Size. 














On the two official 
targets shown, % ac- 
tual size, are the first 
20 shots fired by Mr. 
Klinkel in making 
his remarkable run 
of 350 tens at the 
Ohio Rifle League 
Shoot at Columbus, 
Ohio, March 22 to 24 
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Kleanbore 


350 Surrs-rvEs: 








TELEGRAM 


REMINGTON ARMS CO 25 BROADWAY NEW YORK N Y CONGRATULATIONS. EDSON KLINKEL TOLEDO 
RAN PERFECT SCORE 200 X 200 IN COLUMBUS DISPATCH MATCH. WHILE WAITING TO SHOOT OFF TIE 
HE RAN THREE RE-ENTRIES ALL POSSIBLES. IN SHOOTING OFF TIE HE RAN 300 CONSECUTIVE TENS 
MAKING AN UNFINISHED RUN OF 350 CONSECUTIVE RECORD TENS SCORED BY OLLIE SCHRIVER AND 
MR BRADLEY OF THE N R A WITNESSED BY MYSELF AND A HOST OF COMPETITORS AND OFFICERS 
FROM FORT HAYES. USED KLEANBORE PURCHASED FROM STOLLBERGS HARDWARE STORE IN TOLEDO 


COLUMBUS OHIO 1929 MAR 24 


DR. M. E. MCMANES PRES., OHIO RIFLE LEAGUE 











a above telegram announces one of the most re- 
markable shooting performances on record. No 
score to compare with it has ever been made under strict 
match regulations—350- shots in a 44-inch circle at fifty 
feet. You can cover the whole group with a dime. Con- 
sidering that it was made with regular Kleanbore .22 
long rifle cartridges, and that Mr. Klinkel has been shoot- 
ing Kleanbore all winter without cleaning his rifle, it 
offers conclusive evidence of the supreme accuracy and 
absolute uniformity of Kleanbore Coonslilges. 


Remington originated this type of ammunition and put 
it on the market only after years of experimental work 
in the laboratory. That’s why Kleanbore has always 
been right. It’s the “know how” that does it. 


Analysis of N. R. A. Matches Indoor Season Gives 
Remington Ammunition Over- 
whelming Lead 


Convincing as is this record, it merely caps the climax 
of an indoor shooting season in which Remington Am- 
munition has won practically every important match, 
and has been selected by more than twice as many 
shooters as chose any competing brand. Here is the 


Remington, 


analysis of the reports compiled by the N. R.A. on 
thirty-five rifle and pistol matches held the past winter. 


Ammunition No. of Shooters No. of 1sts 
Remington 378 23 
First Competitive Ammunition 175 5 
Second ” ” 154 4 
Third = 83 1 
Fourth . * 78 2 

Totals 868 35 


In many of these matches most of the first five places 
were won with Kleanbore. In some of them shooters 
using Remington took the first three places. But when 
we see that Remington took 23 of the 35 firsts and that 
the nearest competitor only won five firsts, it is hardly 
necessary to produce more evidence to prove that 
Kleanbore Cartridges are far more accurate than any 
others. That’s why they are the most popular — the 
fastest selling line. 


And besides being the most accurate and dependable, 
Kleanbore Caneidges protect the inside of the barrel 
from rust, corrosion, pitting, and leading. They kee 
rifles accurate. Order from your jobber. Don’t submit 
to substitutions. 


REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 


25 Broadway New York City 








—r we 


dane ee 





— 

























OR ee 











ST eet 









= 


4 
uy 











72 


HARDWARE AGE for MAY 23, 1929 





Cincinnati Hardware Jobbers Report 
Normal Sales Volume 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, May 21.—Despite a prolonged period of rainy weath- 
er, hardware jobbing sales have been holding up to a normal level, 
and the total spring bookings promise to exceed those of last year 


by a small margin. Lawn goods, 


builders’ hardware, roofing mate- 


rial and steel goods are moving in liberal volume, while staple com- 


modities are in active demand. 


There has been a notable absence of price changes. The only 
exception is in denatured alcohol, which has been marked down 
10c. a gallon for 1-gal. cans. On the other hand, a general advance 
in quotations of this product is expected in the near future. 

Shipments out of local warehouses have been good, and dealers 
are placing a fair number of orders to fill in broken stocks. Gen- 
erally speaking, the volume of merchandise being carried by retail 
dealers is sufficient to meet the current needs of the trade. 

Industrial conditions in this district continue favorable, and the 
outlook in agriculture is regarded as bright. Retail hardware sales 
have been about normal. Credit situation is showing improvement. 





AUTOMOBILE ACCESSORIES. — 
Business has been holding up nicely. 
Tires and tubes are moving at a fair- 
ly good rate, and seasonal items are 
active. Prices are firm and unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 
Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 





Lt , eer $11.55 $7.40 $5.95 
DG ccacgene 12.45 8.25 6.60 
SE  aceesess 13.65 9.85 Jue 
| Pee 14.15 10.25 8.40 
D- dvowssas 16.55 12.30 10.10 
SEDO Ws cwesess 19.45 14.35 11.85 
SORBMO csicscis 19.95 14.75 12.20 
High Pressure Cords 
See tow oie $4.50 
ey, eae $10.10 7.50 6.25 
rare ~ 10.90 8.90 
er 14.20 11.50 9.50 
SEES .sacccene Bae 15.60 12.85 
Balloon Inner Tubes 
errr $1.50 $1.29 
ED on cewen 1.60 1.40 
29x5.00 os Bee 1.52 
30x5.00 o>, ae 1.56 
8 are 2.05 1.84 
OS ees 2.40 2.16 
i ae 2.50 2.30 
High Pressure Tubes 
a, ST es $0.90 
th. snedavad $1.40 1.19 
ME iseesaece~ 1.60 1.41 
Dae” saduuacess 1.70 1.49 
oer 1.80 1.56 


Luggage Carrier. —Gate-type lug- 
gage carrier, light weight, 63c. each: 
58c. in lots of 10; gate-type luggage 
carrier, heavy weight, 80c. each: The. 
in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 
of 10 


Polish.—_ HLF auto polish, ™% pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 
cent off; Duco auto polish, 6 0z., 50c.: 
1 pt., $1; 1 qt., $1.50. 33% per cent. off. 


BOLTS AND NUTS.—Dealers are 
carrying moderate stocks for the spring 
trade. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
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hexagon and tap nuts, 60 per cent off 
list. 
DENATURED ALCOHOL.—The price 
of one gallon cans has been reduced 
10c. However, a general advance in 
quotations is expected soon. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 84c. a gallon; in cases of 10 gal- 
lons, 82c. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November’ delivery 
there is an added charge of Ic. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned, 


BOYS’ WAGONS.—Sales have been 
well sustained in the past two weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, S85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


BUILDERS’ HARDWARE. —Expan- 
sion of local building operations has 
resulted in an improvement in orders 
placed with local jobbers for builders’ 
hardware. The spring construction 
program in this vicinity, however, is 
not expected to reach the proportions 
of that last year. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts. 17%4c. per pair in case 
lots; sand blast, brass finished butts, 
21c. per pair in case lots. 


CROQUET SETS.—A fair demand for 
croquet sets is reported by local job- 
bers. 











JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


FLASHLIGHT BATTERIES. — The 
situation is unchanged in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
poses small or large monocells, 64c. 
each. 


GALVANIZED SPRINKLERS.—There 
has been a fair movement of sprinklers 
to the dealers in this district. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt., sprinkling pots, $5.95 per 
doz.; 8 qt., sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
— 12 qt. sprinkling pots, $9.00 per 
oz. 


GARDEN HOSE.—The wet weather 
this spring has had a depressing effect 
on trade in garden hose. However, 
dealers are maintaining good stocks 
anticipating an active buying period 
in the next: month. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Rubber Hose.—5 ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
% in., 500 ft. coils, 6%4c. per ft. 


HOES.—tThis line of products is still 
active, although most of the season’s 
purchases have been made. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True-tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—The de- 
mand for hose attachments is only fair. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.: Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Here again sales have 
been moderate in volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each: 
Donley allsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—Business 
is still somewhat slow, but a normal 
volume is anticipated in the near fu- 
ture. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 at., $3 40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 at., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
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E very last word in garage door equip- 
ment is Slidetite hardware, engineered 
to slide your doors inside the garage on 
silent, smooth running, frictionless ball 
bearing hangers that do not — cannot give 
you trouble. 
So easy are Slidetite ‘‘Ideal’’ doors to oper- 
ate that any woman or child can quickly 
open them wide and shut them tight, re- 


gardless of wind or weather. 


Slidetite doors cannot blow closed. They 


open inside, freeing you forever from the an- 
noyance of ice or drifted snow. They lock 
tightly shut against wind, cold and dampness. 
The cost is surprisingly small, the upkeep 
negligible, the benefits beyond comparison. 


Regardless of the width of the opening, 
there need be no center posts—the doorway 
is entirely unobstructed. 


Send for illustrated Catalog No. 55. 
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each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN MOWERS.—There has been a 
brisk trade in lawn mowers this spring. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each: 16 
in. best grade, $11.25 each; 18 in. 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


LANTERNS.—Prices of this product 
are published below. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CINCINNATI: 


Hot Blast Lanterns.—Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per = ;. Monarch lanterns, 
$8 per doz.; K. Lanterns, $9.25 
per doz.; No. : “Royal lanterns, $9.75 
per doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 
Junior brass nickel- plated, $20 per 
doz.; Little Wizard, $8.50 per. doz. : 
Little Giant, $11 per doz.: No. 2 
Blizzard, $13° per doz.; No. 2 D- Lite, 
$13 per doz. 

Wagon Lanterns. — Junior Wagon 
with bull’s-eye lens, $17.25 per doz. 

Mill Lanterns. — Watchman’'s mill 
lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.: No. 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per doz.: No. 30, 
$37 per doz.; No. 60, $9 each. 

Platform ‘Lanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each: No. 
2, $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 

Display Stand and Assortment 
Lanterns.—No. 26 display stand, $4 
each; No. 26 display stand and as- 
sortment (12 lanterns), $14 each. 

Note.—A special allowance of 2c. 
per doz. is made on shipments of 3 
doz. or more. 


MOPS.—There is a fairly good demand 
for mops. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Betty Bright self-wringing mop No. 
10, $8 per doz.: Bettv Bricht self- 
wringing mop head No. 20, $4 per 
doz. 
LAWN RAKES.—Business is holding 
up well in this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Wire lawn rakes, $6.75 per doz.: 
wooden lawn rakes, $6.50 per doz. 


NAILS.—-Increased sales are reported 
by local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common wire nails, $2.95 per keg. 


PYREX WARE.—Demand for pyrex 
ware has been very active. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CINCINNATI: 


Round Casseroles.—No. 621, 60c. 


each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles. — No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 


Round Pie Plates.— No. 206, 17c. 
each; No. 208, 650c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.— No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.— No. 053, 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


PAINT SUPPLIES.—Wet weather has 
interfered seriously with the normal 
spring painting season. However, sales 
have been of fairly good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80c. per gal.; turpentine, in 2 barrel 
lots, 65c. per gal.; white and red lead 
in 500 Ib. kegs, 13%c. per lb.; less 10 
per cent. 


- 
RADIO BATTERIES.—There has been 


a further recession in demand for radio 
batteries. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 


each, each, 
less unit in unit 
Stock No. pkg pkg. 


Super B bat., No. Lg $. 30 $2.97 
Super B bat., No. 22308. 2.22 1.06 
batteries, No. 10308. 2.81 2.63 
batteries, No. 2308... 1.88 1.75 
B batteries, No, 5308... 1.88 1.75 
batteries, No. 2158... 1.31 1.22 
batteries, No. 2156... 1.31 1.22 
batteries, No. 2370... .38 35 
batteries, No. 6..... .40 385% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10: No. 6 is in unit pack- 
ages of 50. 


ww 


PAWN 


RADIO TUBES.—Trade in radio tubes 
has been of liberal volume and has been 
considerably ahead of that in the cor- 
responding period last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
$2 each; MX201A general purpose 
tubes, $1.40 each; MxX201B general 
purpose tubes, $2.50 each: MX200A 
detector tubes, $4 each: MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MX171A. power 
amplifiers, $2.50 each; MX280 full 
wave rectifiers, $3.50 each: MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $2 each; MY227 de- 
tectors, $3 each. 


RAKES.—Business has been main- 
tained in good volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.: 14-tooth, $9.84 
per doz.; 16-tooth, $10.50 per doz.; 





competition chery 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROLLER SKATES.—In roller skates 
business has been holding up to normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; ‘No. 181, $2.65 per pair; 
No. 183, $2.75 per ar No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL.—Jobbers re- 
port that business has been fairly good, 
although the rainy weather has been 
a handicap to activities. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light "Holdfast, $1; 
medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal. ; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. anf gal.; in 
half barrel lots, 26c. per gal 

Roofing Cement.—Liberty, elastic 
Ib., 124%c.; in 5 lb. cans, 94c. per tb. 
in 10 Ib. ‘cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. . Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per lb.; in 10 lb. cans, 6 
cans to the box, 7%c. per Ib. 


SCREWS.—Business is normal in this 
line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blue screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
arn! wire goods, 85, 20 and 5 off 
ist. 


SCREEN DOORS.—Fill-in orders are 
beginning to come in at a fair rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 
No. 314, 2 ft. 6 in. x 6 ft. 8 in, $25.75 
per doz. ; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.: No. 315, 2 ft. 6 
in. x 6 t;.8 inr., $32.65 per doz.; : ‘NO. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens, No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; No. 
2437, $5.40 per doz.; No. 3037, $6. 90 per 
doz.; No. 3637, $8 per doz. 


WATER COOLERS.—Business is 
showing signs of picking up slightly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 gal. cooler, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 gal. cooler, $2.40 
each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each: Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Century cooler with bottle and 
aoe, No. 500, in white finish, $14.50 
each. 





Reclaimed Rubber Demand Has 
Increased Throughout Country 


The world’s demand for reclaimed and 
scrap rubber was again higher last year, 
despite a decline in the prices of the crude, 
according to Harry W. Newman, rubber 
division of the Department of Commerce. 

More than 40,000,000 pounds of re- 
claimed rubber and considerably over 100,- 
000,000 pounds of scrap and old rubber 
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entered world trade last year. The United 
States, which is the chief source of supply 
for both, exported 21,453,000 pounds of re- 
claimed and 45,325,000 pounds of scrap 
rubber last year. 

Not all the trade in scrap rubber, how- 
ever, finds its way to the reclaimers. A 
considerable portion is consumed in the 
making of a crude form of footwear in 
many countries, while the inner tubes are 
used for rubber bands, and solid tires for 





rubber heels and bumpers, as well as other 
articles. 

The United States, according to the offi- 
cial census of 1927, produced 330,435,663 
pounds of reclaimed rubber and exported 
19,130,429 pounds, or approximately 6 per 
cent of the total output. 

The United States draws the bulk of 
its export trade in scrap and old rubber 
from the 69,787,000 automobile tires which 
are annually discarded. 
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Better Weather Expected to Improve 
Pittsburgh Trade—Garden Tools Active 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, May 21.—Conditions have not improved very much 
in the last week and both jobbers and retailers are reporting re- 
duced sales volume which is directly traceable to the recent unsea- 


sonable weather. 


In some cases May business is reported to be 


ahead of the same period last year, but early prospects of an un- 
usually heavy demand for hardware products have not been realized 
in a general way. However, it is thought that better weather would 
still bring a considerable impetus to spring buying and develop an 


excellent demand for some lines. 


Jobbers report a splendid call for 


garden and lawn tools, particularly for lawn mowers and rollers and 
grass hooks and shears, but retailers’ stocks of garden implements 
are said to be excessively large for this time of the year and orders 
from jobbers are not generally as steady as might be expected. 
Painting supplies are still finding a strong demand in spite of the 
fact that not much painting has yet been done in this district. 
Actiyity continues in door and window screens and poultry netting 


and other poultry supplies are moving well. 


Demand for wire 


fencing is steady if not extraordinary and future prospects are en- 
couraging. The nail business is rather quiet, but this is generally 
reflected in conditions throughout the entire industry where the 


volume of business seems to show a declining tendency. 


Nail manu- 


facturers in this and nearby districts are feeling the effects of this 
tendency and operations are far from satisfactory. 





Steel mill operations in the district 
still show little falling off, but the 
volume of specifications on some prod- 
ucts is declining and deliveries are 
not so extended as they were a month 
ago in strips and cold-finished steel 
bars. Sheets, however, are just as 
hard to get and commitments are still 
being extended on the blue annealed 
product with most mills unable to 
promise delivery in less than six or 
eight weeks. A change in the base 
on this product also brings about an 
increase of $1 a ton in price. The No. 
12 gage and heavier are to be des- 
ignated as light plates, with Nos. 9 
and 10 gage as the base, and No. 13 
and lighter as blue annealed sheets, 
with a base of No. 13. The change 
is said to have been made in order that 
the price of blue annealed sheets will 
not be affected by the competition of 
continuous strip mills. Some makers 
of automobile body sheets have also 
advanced their prices $2 a ton for third 
quarter, and although there was talk 
of advancing black and galvanized 
sheets on account of the higher prices 
for semi-finished steel, the present 
levels will be maintained. Specifica- 
tions for the heavy hot-rolled products 
have been very satisfactory so far this 
month and mill commitments have been 
extended in some cases, particularly on 
plates. Semi-finished steel is still 
scarce, but users have generally 
adapted their rolling schedules to meet 








the limited supply and the shortage is 
not longer leading to curtailment in 
operations. 


AUTOMOBILE TIRES AND TUBES. 
—Little improvement in demand is 
noted and aggregate business this 
spring has been considerably below 


normal in this section. Prices are 
holding well. 
JOBBERS’ QUOTATIONS ‘TO RE- 


TAILERS, F.0O.B. PITTSBURGH: 


Mansfield tires, 


4 ply balloon type, 
29 x 4.40, $7.40: tubes, $1.50; 30 x 4.50 


$8.25; tubes, $1.60; x 4.75, 9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00. $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, a 85; 30 x 6.25, $11.90; 
tubes, $2.00 x 5.25, $12.25: tubes, 


$2.05; 29 x 550, $12.65; tubes, $2.25. 
Same, 6 ply, 31 x 5.25, $14. 70; tubes 
$2.05; 30 x 5.50, $ ; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
$16.65; tubes, $2.30; 32 x_ 6.09, 

$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


BOLTS, NUTS AND RIVETS.—De- 
mand continues good in nearly all lines 
and the price situation is very satis- 
factory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list: stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 


cent off list. 
Nuts.—All styles, 
ist 


Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


50 per cent off 
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BUILDERS’ HARDWARE.—Constant 
improvement in the movement of prod- 
ucts listed under this classification is 
reported. However, demand is con- 
sidered to be only in its beginnings and 
prospects for continued activity are 
rather good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: ‘ 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50; per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy wep. 6 in., 
per doz.; 8 -_ $2.85; in., 
extra heavy T, 6 in., $230: = 
8 in., $3.40; 10 in., $5. 0: lig t aan, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 -pair; 
4 in., $12.60. 

Hasps. — Hinges, 
single dozen lots, 3 in., 
». see.3 -, $1.05; 
4% in., 


without = screws, 
65e. per doz.; 
safety, 3 in., 
$1.14: 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
front door, $2.50 


$17 per doz.; 
$5.25 per doz.; 


steel inside, 


inside, 
per set; 
front door, $1.65. 


CARPENTERS’ AND MACHINISTS’ 
TOOLS. — Machinists’ tools have seen 
considerable activity this spring and 
the demand for carpenters’ supplies is 
just getting under way. 


FARM, GARDEN AND LAWN.— 
Lawn mowers, grass catchers and other 
lawn supplies are very active. Forks, 
rakes and hoes are not moving from 
retailers’ stocks as well as might be 
expected on account of the unfavorable 
weather for garden work. However, 
jobbers still report a fair demand for 
these products. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lawn AS ga sp 2. 175 Ib., with 
water, $8.5 35 
$10.15; No - 
420 Ib., $14.60; 
Garden Hose.—250 to 
7 . to 9c. per ft.; 
% in., 9c. to eye: 
ft. lengths coupled ic. 
higher; nozzles, : 
Diamond, $4.50 per 
doz.; reels, $1 to $4 each: Perfect hose 
‘couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect 
hose menders, 25c. per doz.: hose 
nipnles, $2.40 per doz.; hose adapters, 


2.25 per doz. 

Forks. Rakes and WHoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, 


$10.80 per doz.; No. 72, $14. "28; R egy 
rakes, No. 014, $5.64 per doz.: No. 412 
$8.64; No. 514, $9; lawn rakes. No. 
— $5.50 per doz.; field hoes, $6 per 
Barrows.—Garden, No. 81, $3. ~ 
each No. 82, $4.75: No. 83, $5; 
84, $7.75: No. 45, $4.50; No. 35, $5. 75: 
No. 25, $6.25. 
Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
No. 02. 75c. 


100, $3.50; No. 85. 80c.: 
Grass Hooks and Shears.—Hooks, 


525, $7; No. 530, 


No. 520, $5.50; No. 
$5.50; No. 540. $6. 

Shears.—Pruning, No. 25. ner 
No. O. 84.50: No. 533. $6. 50: si3s 


Me 


doz.; 


4671, $9; hedge, 8 in., blades, 
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to $1.75 each; 9 in., $1.40 to $1.90; 
10 in., $1.60 to $2. 

Pruners.—Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
Gale. és $1. 35 to $1.65; McKinney, $2.60 


Pane: —Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1. ‘25. 

Sprinkling Cans.—Galvanized, <%: 
$6 per doz.; 6-qt., $6.60; 8-at., $7.50; 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers, 24c. per Ib.; in 100-lb. drums, 
14c. per Ib.; arsenate of lead, 1-Ib. 
paper, 22c. per lb.; in 100-lb. drums, 
16c. per Ib. 


FERTILIZER.—Jobbers have less call 
for fertilizer and retailers’ stocks are 
not being reduced as rapidly as might 
be desired. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Old Gardner cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $3.80; 10 5- 
Ib. bags, $3.20; 5 10-lb. bags, $2.75: 
2 25-lb. bags, $2.25; 50-Ib. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


MISCELLANEOUS TOOLS.—Saws 
and files are rather active and the gen- 
eral demand is about normal for this 
time of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ti eg 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., 6 08. 


Electric Drilis.—No. 141, $24 each; 
No. 142, $32; No. ys $48; No. 562, 
$35.20; No. 382, $41 

Files.—Disston, 4 a 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. 

Garaae Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, 


PAINTING SUPPLIES.—Paints are in 
active demand, and although excessive 
rain has delayed work to some extent, 
the movement is considerably better 
than usual. Prices are unchanged and 
holding well. 


Equipment for a Complete Floor 
Job 


On another page present directions for 
the maintenance of hardwood floors and 
some excellent interior views, the chief 
feature of which are well designed, laid 
and cared for floors. John Boyd, well 
known as a writer on paint subjects, con- 
tributes to a current magazine the follow- 
ing list of equipment required for com- 
plete floor jobs. This is a good list to 
post where it can frequently be consulted 
by salespeople: 

Floor paper 
Varnish remover 
Pots and brushes 
Steel scrapers 
Steel wool (No. 2) 
Benzine (or alcohol, gasoline) 
Pails 

Washing powder 
Sponges 

Sandpaper 

Oxalic acid 
Vinegar 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F,O.B: PITTSBURGH: 


Ready. mixed paints, best grades, 
$2.60 per gallon; lower grades, 
(white and dark greens, lic. per gal. 
higher); white lead, 13%c. per lb. in 
100-Ib. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barrel lots. 


POULTRY SUPPLIES.—Business in 
incubators is receding seasonably, but 
there is still a satisfactory movement 
of brooders, fountains and other prod- 
ucts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Incubators.—No. $21 
2, $24.50; No. 3, $2255: No. 4. Mo38° So: 
No. 16E, $15.75; No. 17E, $21; ali 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
$12:25: No. 81, $12.95; No. 101, $18.55; 
No. 102, $22. 50; all prices net. 

Fountains, Etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2. 10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per ge ft.; in 50-ft. rolls, 12%c. per 
sq. 


SASH WEIGHTS.—Demand is_ not 
active but seasonably satisfactory. 
Prices are unchanged at $42 a ton f.o.b. 
Pittsburgh. 


SCREEN WIRE GOODS.—The heavy 
movement of recent weeks is being con- 
tinued, with screen doors and windows 
probably the most active in the line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Screen Wire Cloth.—Black No._ 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
HH a. $2.10; bronze, No. 14 mesh, 


Screen peers. —2 ft. 8 in. x 6 ft. 
in., No. 241, $18 per doz.; No. 288, $24; 
No. 457-G12, $22: No. 315-B14, $42. 

Screen Windows. —Wooden frame, 








Paste wood filler 

Shellac, pots and brushes 
Wax 

Cheese cloth 

Staining colors 

Varnish 

Colored putty 





Paint Up and Clean Up 
Activities 

In Detroit more than 500 women active 
in civic affairs have enlisted as house-to- 
house canvassers in the Clean Up and Paint 
Up campaign. It is their intention to bring 
the subject to the personal attention of 
every housewife in the city. H. A. H. 
Harrington, Board of Commerce Secre- 
tary, is in charge of the campaign and he 
pledges from many merchants to use their 
windows to promote the campaign. 

Denver has opened its eighteenth annual 
Paint Up and Clean Up campaign and R. 
H. Faxon, manager, says that more than 
100 talks before civic organizations, talks 
over the four local broadcasting stations, 








extension, 12-33, $3.50 ey doz.; 15-33 
$3.85; 18-33, $4.40; 24-33, $5.10. 


Hardware Cloth.—24 in. x 48 in., 


Poultry Netting. ~-Galvanized after 
weaving, 50 and 10 per cent off list. 
WIRE PRODUCTS.—Barbed wire and 
wire fencing are moving well, but 
warm, dry weather would probably 
have a very stimulating effect on the 
market. The nail business is rather 

quiet. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 


per 100 lb. Annealed Galvanized 
No. 6 to 9 gage ....$3.00 $3.45 
es Sere 3.05 3.50 
SS See 3.10 3.55 
Se per 3.15 3.65 
Ore ae 3.25 3.80 
ea Y e Sicnoeu 3.35 4.00 
SS eS 3.55 4.30 
PCED “Sp nscecsareads 3.75 4.55 
Barbed wire (per 80-rod spool): 
BOUT CINED  onicinwkcsoeetane $2.97 
ee tare 3.18 
OU EEE, -_ 5b a Giese orcas pca’e bere b's 3.43 
PE SED oss adn nsa 5 vuews 3.17 
2-point cattle (special) ....... 2.25 
Field Woven Wire Fence (per 100 
rods): 
1047-11 
1047- 9 
726-11 
726- 9 
939-11 
939- 9 
Pomey and rabbit (No. 14 
No. 
No. 1948 
No. 2158 
Ce mesh: 
No. 2048 
No. 2360 





No. 2672 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


eeeseneue a, rere 
a. tt. errr. 55c. each 38c. each 
peek oaeken 65c. each 40c. each 
ing’ éuhdminebn ten ae 45c. each 


Bright nails, base, per keg, $3 


sermons in 35 churches and showings of 
the film “In Humanity’s Service” in schools 
will feature the opening. 

The committee has provided 50,000 offi- 
cial buttons for school children, ten 24- 
sheet posters and 300,000 “messages” have 
been distributed with bread, laundry and 
monthly statements. A local poster com- 
petition is being organized. 

The Horticultural Department. of the 
University of Wisconsin has received final 
reports on a Clean Up and Paint Up cam- 
paign among the cheese factories of that 
State. J. H. DeLoria of the Butter and 
Cheese Journal comments that the Paint 
Up and Clean Up “Week” lasted five 
months. The effort was to get these fac- 
tories made more attractive to the numer- 
ous summer tourists. Photographs show 
startling results and comment is added that 
the spirit of the campaign was often car- 
ried to the interior of the factories. 

The Clarinda, Iowa, Herald published 
an eight-page special section, printed on 
green paper, to introduce the Clean Up 
and Paint Up campaign in that community. 
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Why not cut insurance 
costs 20% or more? 


What motorist would not be pleased if his car did fifteen miles to a gallon instead 











of twelve . . . or twenty instead of sixteen . . . his gasoline costs would be cut 20%. 






Such a saving is certainly worth while .. . and in insurance . . . the American Mutual has 





saved policyholders never less than 20% each year for the past forty-two years. 


: ] 
For Commercial Car Owners, American Mutua 22% Saved on 


Engineers have instituted systems of safety that 


have secured the co-operation of the entire per- Compensation 
2) sonnel from fleet manager to driver’s helper. Let Insuranee ihigiah 
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a es HG quote you rates and send you full information Lest -yous, the Asssican Mawel ve 
Ue ‘ ; one funded to Workmen’s Compensationand 
on American Mutual service, stability and sav- Automobile policyholders $22 out of 
. ‘ ° ° every $100 .. . nearly a quarter of their 
ing... just fill in and mail the coupon today. insurance costs . . . send for a list of our 

American Mutual Liability Ins. Co., policyholders . . write to them .. . they t 
lumb Mie th. Dean will tell you how the American Mutual 

Columbus at Berkeley St., has giventhem complete protection and ; 

Branches in principal cities service . . . at a substantial saving. i 
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Mill Supply Men Convene at Atlantic City 


lief in the wisdom of a revision of the 
anti-trust laws, and approved a plan to 
secure the support of other trade asso- 
ciations so that indorsements may be 
presented to Congress at its next regu- 
lar session. 

Tariff legislation was the subject of 
an address to the convention by James 
A. Emery of Washington, counsel of 
the National Association of Manufac- 
turers, who said that “there exists at 
this time and has existed for some years 
the necessity for retaining and im- 
proving administrative rate adjustment 
machinery which would adapt the pro- 
tective principle to changing economic 
conditions.” 

Mr. Emery did not propose that Con- 
gress relinquish its  tariff-making 
authority, but that Congress should 
keep the flexible provision in effect, 
so that the President, with the aid of 
the Tariff Commissien, may adjust 
tariffs from time to time, as changing 
conditions and differences in foreign 
and domestic costs of production may 
require. 

In his address to the convention as 
its president, Dixon C. Williams, Chi- 
cago Nipple Mfg. Co., Chicago, spoke 
of the disappointment of the miauu- 
facturers in the failure of the plan 
approved at the Nashville convention 
a year ago to. consolidate the three 
mill supply associations. 

“We believed then, as we believe 
now,” said Mr. Williams, “that a grave 
error was committed in the rejection 
of the proposition. Now, as then, we 
stand ready to enter into the pact should 
the opportunity present itself.” 

The failure of the amalgamation plan 
left the manufacturers’ association in a 
position bordering on disintegration, 
but a reorganization has been effected, 
the office of the secretary and manager 
has been moved from New York to 
Pittsburgh, which was selected because 


(Continued from page 53) 


of its central location, and a new sec- 

retary-manager, R. Kennedy Hanson, 

was employed a few months ago and 

is now actively engaged in the work. 

Mr. Hanson is also secretary of the 

National Pipe and Supplies Association. 
*x* * * 


The convention of the American Sup- 
ply and Machinery Association was 
opened with a joint session, at which 
members of the National and Southern 
distributers’ organizations were pres- 
ent. After short talks by the presidents 
of the three associations, the mill sup- 
ply men heard a talk on trade practice 
conferences, as instituted by the Fed- 
eral Trade Commission, delivered by 
M. Markham Flannery, director of such 
conferences for the commission. 

A reorganization plan for the asso- 
ciation of manufacturers includes the 
separation of members into groups, ac- 
cording to the products manufactured. 
It is believed that more effective work 
can be done in this manner, particularly 
in meeting with distributers for the 
ironing out of distribution problems. 

A committee on education of dealers’ 
salesmen is to be organized by the 
manufacturers’ association. This action 
was taken following a discussion by 
David C. Jones, Lunkenheimer Co., 
Cincinnatj, who told of the methods 
which have successfully been employed 
by his company. Three or four times 
a year groups of dealers’ salesmen are 
invited to Cincinnati for a stay of 
three or four days, during which time 
they are shown through the plant, 
given lectures on the products and 
otherwise instructed in the products and 
sales arguments of the company. Mr. 
Jones said that the plan had greatly 
increased the sales by some distributers, 
who before attending these meetings 
had not done much with the line. 

+ + 


The Southern Supply and Machinery 








Dealers’ Association devoted most of 
the time at its sessions to discussions 
of trade conditions and of various ways 
to better merchandising methods in the 
distribution of mill supplies. 

In his report as secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va., said that “relations with our 
manufacturing friends during the past 
year have been cordial in the extreme, 
and, while there still remain a num- 
ber of manufacturers to whom we 
have not found it possible to ‘sell’ com- 
plete dealer distribution, we believe the 
number that see it our way is increas- 
ing each year.” 

During the past year, Mr. Smith 
said, the association, working mainly 
through committees, has been building 
up closer contacts with the manufac- 
turers “in an honest effort to estab- 
lish manufacturer-dealer distribution, 
which, from our viewpoint, is the logi- 
cal method of bringing to the indus- 
trial consumer the products of the 
manufacturer.” 

He said that his association would 
watch closely the results of the trade 
practice conference shortly to be held 
by the bolt, nut and rivet industry, and 
he commended the work of Charles J. 
Graham. 

It was reported that the cost of do- 
ing business in 1928 among members 
of the Southern association was 21.92 
per cent with interest and 18.97 per 
cent without interest. 

The association decided to hold its 
1930 convention in New Orleans, and 
invitations were extended to the Amer- 
ican Supply and Machinery Manufac- 
turers’ Association and the National 
Supply and Machinery Distributers’ 
Association to meet there at the same 
time. 

The complete list of newly elected offi- 
cers of the three associations was pre- 
sented in last week’s Harpware AGE, 





Washington News Letter (continued from page 61) 


“Through it all there runs a persistent 
tendency to raise the average level of 
ability of store managers.” 

The original simplifications of lines 
down to those which sold most freely al- 
lowed problems of sales personnel to 
become secondary, it is pointed out. 
Now, wherever lines are elaborating 
and services are being instituted, and 
especially where there are several 
stores of one chain in a single commu- 
nity, a few training classes, psycholog- 


ical tests, and sales manuals are ap- 
pearing, Mr. Dennison states. 

“A special set of problems for the 
growing chain system arise out of the 
balancing of expansion with intensive 
development,” it is declared. “With 
some, total sales have increased, but 
the sales per store have decreased. The 
value of priority in a new market has 
incited many to expand at a rate which 
has jeopardized their effectiveness and 
resulted in surersaturation of some 
marass. = ° © 








“Within the last few years there has 
been a growing tendency to develop 
chains through the simultaneous merg- 
ing of a considerable number of inde- 
pendent stores. This method of devel- 
opment is different from that followed 
by the older chains and materially in- 
creases management problems. 

“Close observers agree that manage- 
ment structures, practices, and abili- 
ties in the chain systems have yet to. 
be tempered in the long hot fires of 
extended and vigorous competition.” 




















a stands for PROFITS, 
Bis P the thing that we’re all 
4 in business for—and it stands 
for Pexto, too. And Pexto 
stands for Profits, because 
Pexto says Concentrate your 
buying! 


Instead of buying many lines, instead of ty- 
ing your good money up in a lot of slow mov- 
ing merchandise, buy one line—be sure you 
select the right one—and push that line. One 
order to place—one shipment to receive and 
to check—one bill to pay—a better freight 
allowance—less money tied in stock—a 
quicker turnover—more Profits. 
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stands for PROFITS 


and PEXTO 


And the reason that you should concentrate 
on PEXTO is because it’s a complete line, 
both as to price and as to product. All the 
fast moving small tools are represented. 


Catalogue No. 26T tells you all about it— 
you'll want it on your desk where you can 
refer to it again and again. Better let us send 
you a copy today. 


Your jobber has all these in stock: 


Hammers Screw Drivers Wrenches 
Chisels Braces Snips 
Pliers Pruning Shears Squares 


THE PECK, STOW & WILCOX CO. 
Southington, Conn., U. S. A. 





ae 


“IT PAYS TO CONCENTRATE—ON PEXTO” 
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Het of the N 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have heen copied, the rest will be.” 





ail 


“Some of them 











St. Peter was interviewing the fair 
damsel at the pearly gate. 

“Did you, while on earth,” he asked, 
“indulge in necking, petting, smoking, 
drinking or dancing ?” 

“Never !” she retorted emphatically. 

“Then why haven’t you reported soon- 
er?” said Peter. “You've been dead a 
long time!” 


Wife: “I always allow my husband to 
sit in an easy chair and put his feet on 
the radiator.” 

Friend: “Why ?” 

Wife: “I have sometimes found as 
much as four dollars in change on the 
floor the next day.” 





Customer: “I’d like a nice birthday 
present for my little boy. He likes 
something to blow.” 

Clerk: ““How about a handkerchief ?” 





A realtor had undertaken to drive a 
prospect and his wife over a large coun- 
try estate. He was a young man and 
had adopted, or tried to adopt, some of 
the “go-getting’” methods of his col- 
leagues. As the car wound along the 
lanes he pointed out the beauties of the 
place, launching into panegyrics. Finally 
he gazed up at the sun and, waving his 
arm, concluded, “And there’s sunshine 
for you! There’s a sun! Can you beat 
er” 





Sign seen on a Boston shoe repairing 
shop: 

“Pedal ligaments artistically illumin- 
ated and lubricated for the infinitesimal 
remuneration of ten cents per opera- 
tion.” 

This will be a blow to those who 
claim that the English language is de- 
generating into a hodge-podge of ver- 
nacular. 

Incidentally, a free translation of the 
above is: 

“Shoes shined, Ten Cents.” 





Country Maid: “Come outside, I want 
to show you my cute little calf.” 

City Salesman: “Er—lIsn’t there 
enough light in the room?” 





Very virtuous little girl (to small 
brother, who has been punished for 
stealing jam): “Well, it’s entirely your 
own fault. Didn’t your conscience tell 
you someone might be looking ?” 


























tt 











Cop—“I see by the paper the cops are 
going to be vaccinated.” 

Pop—“What for; they never catch any- 
thing.” 





He: “They’ve some lovely mushrooms 
in this hotel. What d’you say we get 
some ?” 

She: “Don’t bother. We can use the 
parlor when we get home.” 





It always was a funny world, 

And it gets funnier, by heck! 

Who'd ever thought we'd hear wife 
yell— 

“Oh, dearie, please come shave my 
neck !” 








She: “What’s the difference between 
dancing and marching ?” 

He: “I dunno.” 

She: “I thought so.” 





She (raging) : “I’m losing my mind!” 

He: “No wonder! Every time you 
see someone you give them a piece of 
He’ 

Autoist (who had just driven over a 
pedestrian) : “Pardon me, but haven’t I 
run across your face before?” 

Irish Pedestrian: ‘‘No, begorra, it was 
my left leg ye hit last time.” 





“Do you know what happens to little 
boys who use bad language when they 
play marbles ?” 

Boy: “Yes, sir, they grow up and 
play golf.” 





“My dear, I won’t have a thing left 
if that laundress keeps on_ stealing 
things. This week it was two Pullman 
towels.” 





“Now that you've finished college, 
my boy, don’t you think it would be a 
good idea for you to go out and hunt a 
job?” 

“IT should say not, 
scramble for me.” 


Dad—let ’em 





The telephone operator had been doz- 
ing during the services. She awoke 
with a start just as the minister an- 
nounced: “We will now sing hymn 
number 428.” 

“They don’t answer,” spoke up the 
young lady, forgetting herself for the 
moment. 





Judge: “You claim you have known 
the defendant all your life. Now tell 
the jury whether you think he would be 
guilty of stealing the money.” 

Witness: “How much was it?” 
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Stanley Masons Level: No. 
250 maintaining the same 
quality of workmanship that 
has characterized Stanley 
Bailey Planes for over 75 years. 








a, a builders 


of today cannot “get away with” 
leaning towers. 


A Stanley Masons Level is the 
best insurance against the possi- 
bility of mistakes in present day 
construction. 


Six convenient glasses are always 
ready to check the accuracies or 
inaccuracies of any part of the 
building. 


You will do well to recommend 
Stanley Levels to your customers. 
Send for catalogs on the full line. 


THE STANLEY RULE AND LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 











- 
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-AND B-A ABRASIVES 
ARE HER OFFSPRING 


It is sometimes the custom to 
manufacture a product and then 
artificially to create a market 
for it. 

B-A Abrasives are the result of 
a policy in direct opposition to 
this practice. Every surface- 
coated abrasive in the B-A line 
was created to fill a demand al- 
ready existing. In this way, 
working from a known need, it 
has been possible to produce 
abrasives specifically designed to 
meet that need. 

B-A Waterproof Surface- 
Coated Abrasives for water rub- 
bing, for instance, were not made 
until the industry, finding other 
abrasives inadequate, demanded a 
satisfactory product. Then, work- 
ing on practical experience, 
Baeder Adamson produced the 
waterproof abrasive that is to- 
day unequalled for water rub- 
bing. 

It is the reputation for high 
quality which B-A abrasives have 
thus attained that makes them a 
profitable item to handle, for re- 
peat business—the basis of profit- 
able hardware store operation— 
comes only as a result of selling 
quality products of known repu- 
tation. 


We welcome a challenge 
to prove that what we say 
is fact and not fiction. 


BAEDER ADAMSON 
» COMPANY + 
Richmond St-& Allegheny Ave. 
Philadelphia, Pa. 


THE STANDARD OF QUALITY SINCE 1828 











A Retailer Speaks to 


Paint Factory Executives 
(Continued from page 43) 


one inclosure. This should contain information on 
painting or retouching the car and should not be too tech- 
nical but should give easily read directions that do not 
appear too difficult for the amateur to try. 

“These inclosures should be envelope size and mats 
should be available so that if a dealer wants to assemble 
them in a broadcast, direct mail circular he would have 
the advantage of having a set-up that is the result of 
professional study. 

“Newspaper advertising is a problem for many deal- 
ers, as few have made any study of its possibilities or 
powers. There are two angles that many dealers balk 
at in newspaper advertising or we might properly say 
three: cost, construction of ad, and results. We could 
probably put cost first and it is expensive unless it 
brings results. 

“Many dealers think prices are a big factor in adver- 
tising of this kind and often cut prices to such an 
extent that combined with cost of advertising it represents 
to them a loss that is not always offset by increased 
trade on profitable items. Preparing copy for dealers 
that will attract and sell should be a part of the adver- 
tising department of all manufacturers. Dealers 
should not insist on manufacturers paying for special- 
ized ads where the territory assigned to them by man- 
ufacturers is large enough to warrant direct sales re- 
sults. 

“Store appeal advertising is a branch that has big pos- 
sibilities and is hardly ever studied. 

“T wonder how many advertising men or executives 
here have ever visited retail stores with an idea of im- 
proving the selling display arrangement or store appeal 
of their merchandise. 

“Merchandise properly placed in the store and attrac- 
tively displayed would, in my opinion, greatly help in 
increased sales. 

“It is worth a study of any advertising department. 
Creating a desire to buy is one of the strong factors of 
selling. 

“That machine selling is more or less the order of the 
day is emphasized by the growth of large retail selling 
units in all lines. 

“The grocery and drug units are furnished with selling 
plans and selling cards that are not the invention of the 
store managers altogether but are the results of definite 
studies by merchandise managers who carefully study 
trade trends and the success or failures of these estab- 
lishments are largely dependent on the good judgment 
of their merchandise departments. 

“Ready-mixed paint and its various ramifications 
have as great a field for growth as any other class of 
merchandise, and its future rests largely on the study 
and intelligence of its leaders and their visualization of 
its market possibilities combined with an intelligent 
presentation to the public by active cooperation between 
manufacturer and dealer. 

“It is my opinion that cooperation should be made a 
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large part of the sales study of all manufacturers and 
dealers. 

“Retail outlets should be selected with great care, re- 
membering always that the outlet selected is often the 
only direct representation that the manufacturer has 
with the consumer. Distributors should have ample ter- 
ritory assigned to them as agents. 

“After selecting a distributor every effort should be 
made to give him all possible cooperation. 

“Painting has a fascination that increases with each 
successful job done by the average home user and every 
effort should be made by manufacturers and dealers to 
see that every paint product sold to consumers is just 
what is wanted for the particular job in hand. 

“Every dealer should be encouraged to subscribe to 
the “Course in Retail Selling of Paints and Varnishes,” 
that is now being issued by the “Save the Surface Cam- 
paign,” not only for himself but for each clerk that is 
ever called upon to sell paint. 


“Merchandise is only produced for one reason and | 


with a 


ble and let each do his share in building toward that end. | 


that is consumer acceptance. 

“Let us then recognize that cooperation between 
makers and distributors is highly essential if we are to 
have that consumer acceptance as widespread as possi- 


“The growth of the business structure is largely built 
on confidence and the basis of that confidence is knowl- 
edge and fair dealing.” 


IN A FOG 


(Continued from page 49) 


ing I was out of fashion, I reached up for my hat and 
put it on, and so in silence, I also continued my break- 
fast. Some of the men had strange faces. I would 
like to have known the life history of each man. I am 
afraid, however, from their looks, they were not very 
much given to conversation. There is something strange 


and weird about the silence of the average: working | 


man. I sometimes wonder whether this silence is just 
stupidity, or whether it is suppressed dynamic power. 


* %* * 


I HAD a curious talk with a friend the other day. The 


subject of discussion was when we did our real thinking, 


if we did any at all. Some people in order to think 


must have absolute quiet. With others it is entirely 
different. With me, for instance, it seems when I walk 


the streets of a large city, when I stand and watch the | 


hurrying street scenes, then my mind is stimulated to a 


thousand fancies. Often I note unusual faces, and I | 


would give a great deal to know their history. Nothing | 
to me is more fascinating than to stand on a crowded 
street and watch the passing throng. 

I remember reading that this was the habit of 
Leonardo da Vinci. When a person, with a curious face. 
would pass him, he would run ahead, and step aside just | 
to study that extraordinary face again. He would do | 
this time after time until the face was stamped in his | 








TRY TO DO THIS 








READING 
CUT NAIL 


Reading Cut Nails are much, much harder to 
bend than other cut nails. It’s easy to demon- 
strate this superiority of a Reading Cut Nail, 
either at the counter or on the job. 

Reading Cut Nails save time and trouble. It 
takes fewer of them, to make a firm bond, be- 
cause theirfour gripping surfaces give them more 
than twice the holding power of wire nails! 

Reading Cut Nails sell themselves, over and 
over again, once they are tried. Write for our 
new catalog, showing Reading Cut Nails for 
every building need. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Cincinnati Pittsburgh Fort Worth 
Baltimore Detroit Cleveland Seattle 
Boston Houston St. Louis Philadelphia 
Buffalo Los Angeles Tulsa New Orleans 


Chicago New York San Francisco Kansas City 


READING 


<NT NAIL& 
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Just let them ver the 
CHENEY 
NAILER 


Hammer users need only to lay 
eyes on this wonderful nail-hold- 
ing, nail-placing hammer to get 
that not-to-be-denied desire to own 
one. The number of hammers they 
already own never weakens their 
determination to get their hands 
on a Cheney NAILER, which 
allows for one-handed nail setting 
in high places. 

Best of all, there is no extra cost 
for the remarkable nail-holding 
arrangement. Every Cheney 
Curved Claw Hammer of 16 oz. 
and up has it. 


The Cheney NAILER is offered 
exclusively to the hardware trade. 
No chain store carries it. Get in 
on the demand for these handy 





eek hammers. Display the NAILERS. 
welght of the i Your customers will do the rest. 








memory, then he would go to his studio and draw this 
face from memory, and how he could draw! 

I remember in Venice studying the collection of 
Leonardo da Vinci pencil drawings. To me, they were 
even more wonderful than his celebrated picture of the 
Last Supper. That is slowly disintegrating, on account 
of the dampness of the walls of the monastery near 
Milan. 

*x* * * 

Here is a new one: I met an Austrian woman. She 
told me her name was Alice. “But,” I said, “You are 
an Austrian. It is curious for an Austrian to be given 
that name.” “Not at all,” she said. “I am the seventh 
daughter in a family without a son, and when I arrived, 


999 


my father said ‘Das ist alles’. 





Helping the Paint Salesmen 
to Bigger Totals 


(Continued from page 44) 


ance of the hardware stores, location, the window dis- 
plays and the sales value of interior displays. Generally 
speaking, you will recall, this report was favorable 
especially as to location, outside appearance, adequacy 
of paint stocks and other material and important points, 
but comparatively low on “orderliness of stock and sales 
attention value of displays.” 

The grading of the salespeople follows something 
of this same general order. As shown elsewhere on 
this page, the highest grades were on the serious 
points, those that require hard digging into facts and 
actual study of painting. For instance: the highest 
grades were accorded on technical knowledge of 
paints and ability to estimate the quantity needed. The 
general appearance and manner of speaking gained the 
third highest grade. 

These high grades speak very well for the hardware 
store salesman and undoubtedly prove his intelligence 
and earnestness. The leaders in arranging these 
courses were much encouraged by these results of the 
investigations, as it showed to them that they had high 
class material to work on and that the weakness in 
the retailing of paint was not due to a lack of in- 
telligence or unwillingness. 

The lower grades were accorded on points which in 
all probability have never been discussed with many 
salesmen in independent stores but which are strong 
points in chain store selling. The lowest grade was 
on the point of closing sales—how to get the customer 
who expresses doubt to say “yes.” This point is made 
much of in selling larger priced items, such as washing 
machines, pianos and automobiles. Salesmen are given 
special training in methods of getting customers to 
say “yes” in a series of questions, which helps them to 
make a favorable final decision. 

“Skill in handling questions involving difficulties and 
obstacles” brought the next to the lowest grade. A 
specific instance is given in the right method of han- 
dling objections in this quoted dialogue: 

“Customer : ‘Will this enamel dry hard? 
some once and it was sticky for weeks.’ 
“Salesman: ‘That sometimes happens, Mr. Cus- 
tomer. Sometimes a salesman forgets to explain 


I used 
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just how to prepare the surface and apply the 

enamel. But, if you will follow carefully the few 

instructions I have given you, you'll find that your 

enamel will dry with a hard, attractive finish. And 

I think that color you have selected will add one 

hundred per cent to the appearance of your table, 
don’t you?” 

On the question of price, which is always coming 
up, the suggestions are based on answers that have 
succeeded. This is one: 

“Customer : ‘I can get this paint down the street 
for a lot less money.’ 

“Salesman: ‘If you could get exactly the same 
paint, Mr. Customer, that would be a good buy. 
But, of course, there is more than one quality of 
paint, just as there is more than one grade of 
automobile tire or anything else. This paint will 
give you positive security that you will get ex- 
actly the sort of job you want.’ ... (Then go on 
to lead the customer’s mind away from the ob- 
jection to the result and show him how your paint 
will insure that result.)” 

In a reading of these lessons, it is quite obvious that 
the salesman who masters the points made in regard 
to paint sales will quickly apply them to selling other 
merchandise, for the situations described are funda- 
mental to all sales rather than specific to paint. The 
direct applications, of course, are to paint. 

There are ten of these lessons and for each lesson 
a test or examination has been provided and the answers 
sent to the Business Training Corporation are graded 
and reports sent to the student. Where a sufficient 
number of enrollments are obtained in a community, 
group meetings for discussions of the lessons are ar- 
ranged. More than 2000-traveling salesmen for paint 
manufacturers and jobbers have enrolled for the spe- 
cial course arranged for that line of work. 


The Next Great Change in Paint 


(Continued from page 41, 


sumers calling on the craftsmen in our industry to do 
a thorough and complete job of home decoration, inside 
and out. 

Many dealers have frankly stated that the entrance 
of brushing lacquer into their business not only gave 
them a fast moving, profitable line, but put something 
in their store that the average housewife could purchase 
herself, and through her own use, express her per- 
sonality and desire for bettering her home conditions in 
an easy and practical way. It created new customers for 
him and won over many converts to the use of finish- 
ing materials made by our industry. 

Now, in early 1929, the whole industry is thinking 
and talking about this subject of quick drying finishes, 
and recent developments have indicated the practicability 
of adding the quick drying element to many of our old 
line, slow drying products. Through the use of syn- 
thetic resins and corresponding manipulation of pig- 
ments and vehicles, we can see on the horizon before 
us the elimination of the necessity of having a lapse 
of 24 or 48 hours between the application of a finish 
and the use of the article finished. 









































All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 + + y 
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This, of course, is already true of brushing lacquers 
but reference is made to quick drying enamels and var- 
nishes often, and unfortunately, in the great majority of 
cases, improperly designated as “four-hour” finishes. A 
great many such products are now on the market, some 
of them good, some of indifferent quality, and an un- 
fortunately large number of poor quality. 

‘Looking forward and taking into consideration the 
fact that our nation refuses to stand still and has always 
gone ahead, it is believed that quick drying finishes will 
ultimately replace all old, slow drying finishes. We are 
are referring primarily, of course, to interior finishing 
materials, but it is not at all outside the realm of possi- 
bility to look some time in the future for a quick drying 
finish for use on the exterior of our homes, two coats 
of which may be applied in one day. Many of these 
things, of course, simply represent the industry’s reach- 
ing into the future, but supported, at the present by in- 
tensive research and development work. 

We believe it also only natural to say that the ultimate 
in quick drying finishes has not been reached. Per- 
fection in quick drying enamels, we will probably all 
agree, is not with us yet. Brushing lacquers, having 
now had the advantage of almost four years’ use by 
the consumer, under observation by the manufacturer, 
are probably somewhere nearer the perfection point. 

Undoubtedly, the future will open to us two rather 
definite markets for finishing materials. One will always 
be that market which demands almost instantaneous 
drying, such as is secured today from lacquer type finishes 





of the proper quality. Then too, the use of this finish 
is somewhat limited to smaller surfaces. This will be 
our perpetual market for lacquer type finishes, and will 
naturally grow as the product improves and its use 
broadens. 

The other market will be made up of that portion 
which desires faster drying than the old 24 to 48 hour 
products offered—possibly a product that will dry in 
from four to eight hours. 

An almost unlimited possibility lies within this market, 
in that the product properly fitting such a market can 
be used on all types of surfaces, large or small. Just 
what type such a product will be, or what it will consist 
of, is today probably known to no one. 

My own idea which, frankly, I might find difficult to 
support with facts or future developments, is that the 
product which will fill the need of this field and larger 
market will be neither a lacquer type nor enamel type 
product but some type of finish which, at the moment, is 
non-existent and probably as much a departure from 
any present known finish as was brushing lacquer. 

Aggressive and well equipped paint manufacturers 
are undoubtedly now testing and developing products 
which you will offer to your customers a month, a year, 
two years from now. General Motors, today, is probably 
testing on their proving grounds cars which the public 
will be driving in 1931. Manufacturers in all lines 
must not only discover and develop new and improved 
products but must test these out before you can be per- 
mitted to offer them to your customers. 























MARSHALLTOWN 
XTRA LITE 


BeSureYouHave thisone 
in stock 


They are all talking about this new trowel. 25% 
lighter with improved balance and hang—means a con- 
tinuous stream of sales for hardware merchants carry- 
ing this model. Ask your Jobber or write us for the 
facts. 


MARSHALLTOWN TROWEL COMPANY 
MARSHALLTOWN, IOWA 
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The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 
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ey Trade Mark 

Cenrs) Beware of Imitations 

os 

. Fy a Manufactured by 

01 E. A. Berg Manufacturing Co., Ltd. 
| Eskilstuna, Sweden 
{ SHARK BRAND CHISELS 
= are sturdy and well made and 
we! craftsmen and lovers of good 


tools appreciate their known 
quality because of their reputa- 
tion. 
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Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 


508 E. Hennepin Ave. 304 Railway Exchange Bids. 
Minneapolis, Minn. Seattle, Wash. 





Coristine Bidg. 
Montreal, "Can. 
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White Lead—Ancient and Modern 


(Continued from page 45) 


After the ore-bearing rock is mined, it goes through 
various crushers until it becomes as fine as coarse sand. 
It is then separated from extraneous matter and sent 
to the smelter. There it is roasted to eliminate the 
sulphur and the crude lead is then refined to remove 
copper, silver and other impurities. Next it is molded 
and cast into lead “pigs” weighing about ninety pounds. 
This is the form in which it goes to the white lead 
factory. 

Stated in the briefest terms, the manufacture of white 
lead is as follows: The metal is submitted simul- 
taneously to acetic acid fumes and carbonic acid gas. 
The basic lead carbonate which results is then pul- 
verized by grinding, washing and sifting until it is fine 
enough to mix into a thick paste with linseed oil. But 
even from a lay point of view the details of manufac- 
ture are very interesting, particularly in relation to 
the methods which bring about the chemical changes. 

In the Dutch process the lead “pigs” are recast into 
perforated discs called buckles because they resemble 
the shoe-buckles of our Colonial ancestors. From five 
to fourteen discs are placed in an earthen pot. The 
bottom of this pot forms a cup and into this portion is 
poured about one-half pint of weak acetic acid (vine- 
gar). The buckles are thus exposed to the fumes with- 
out actually coming in contact with the acid. The filled 


corroding pots are then placed between layers of spent 
tanbark (bark that has been used in tanning hides) 
about twenty inches thick, each tier of bark and pots 
being separated from the next by a rough plank flooring 
—the whole “stack” reaching a height of about twenty 


‘feet. As the bark decomposes and ferments, it throws 


out enough heat to volatize the acetic acid. From the 
action of these fumes the buckles gradually form a 
coating of lead acetate. This coating is immediately 
changed to basic lead carbonate—in other words, white 
lead—by the action of the carbonic acid gas generated 
by the fermenting tanbark. 

In the Carter process, the lead granules are placed 
in revolving wooden cylinders about twelve feet long 
and six feet in diameter, laid horizontally. The cor- 
rosive fumes are supplied by the same materials as in 
the Dutch process—a sprinkling of weak acetic acid and 
water over. the lead—but instead of obtaining the car- 
bonic acid gas from spent tanbark, as in the older 
method, it is produced from coal combustion and piped 
into the cylinders from the power house furnace. 

In both methods, the white lead goes through an 
elaborate process of washing, refining and screening 
through silk bolting cloth until it reaches the highest 
degree of purity and fineness. 








OICKSON 


COMPRE. 


LEAD HEAD 





Leak Proof — Rust Proof —Fool Proof 


The neatest, best, and least expensive COMPRESSe, 
of all lead head nails. Head is com- 

pletely covered, top and bottom, with HEAD 
pure lead; insuring perfect seal of the 
nail hole in sheet steel roofing; also 
preventing the nail itself from rusting 
away or disfiguring with rust stains. 
Available in both bright and galva- 
nized finish. Cost no more per keg, 
yet a 100 lb. keg contains 9000 1% 
in. nails—over 50 per cent more than 
a keg of common cast lead head nails. 
1000 more nails in two kegs than in 
three kegs of others. Write for names 
of —— jobbers who have these 
nails. 


Dickson Weatherproof Nail Co. 
1011 Church St. Evanston, Ill. 

















HERE IT IS! 


Here you see our “silent 
salesman” —an_ attractive 
machine display stand. 
Place it in your store—or 
your display window. Con- 
tractors, builders, carpen- 
ters and others who have 
any sawing to do, coming 
im your store will certainly 
see this attractively col- 
ored display stand and in- 
quire about SKILSAW— 
the original portable elec- 
tric hand saw. It helps 
you to sell a saw that’s 
nationally advertised — a 
saw with a REPUTATION 
for safety, speed, power, 
accuracy and durability in 
sawing. Obviously a “best 
seller.” Gives you a quick 
turnover—5 to 6 times a 
year. 


KILS. 


An excellent paying prop- 
osition for you. 


Write for full information. 


SKILSAW we 


Dept. E 
3317 Elston Ave., Chicago, Ill. 
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AC M FE THE DOLLAR 
ICE CREAM FREEZER 

You will have no comebacks from the 

ACME Freezers you sell. They are 


made to satisfy and are 
fully guaranteed to do so. 






Retail at: 2-qt. Bright-Gal- 
vanized, $1.00; 2-qt. and 4-qt. 
Enameled - Galvanized, 
$1.25 and $2.25; pint 
ACME Jr.. 60c 












140 BROADWAY, NEW YORK NY 


BUY FROM YOUR JOBBER 
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hs Sarees StitisoN WRENCHES 
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Sell Six Wrenches Instead of One 


With this handy set of six Genuine Oswego Stillson 
Wrenches packed in a light strong box, it is almost as 
easy to sell the complete set as to sell a single wrench. 


Send for descriptive leaflet. 


THE OSWEGO TOOL COMPANY 








Oswego New York 














The Most Complete Line 
on the Market 























p BRUSH-NU COMPANY 


BALTIMORE MARYLAND 











Maintaining the Beauty 
of Oak Floors 


(Continued from page 47) 


Never use water, oil, kerosene, turpentine, soap, or 
any other cleaning agents, except as follows: 

SHELLAC FinisH—If water has been spilled upon 
the floor, turning it white in places, moisten a soft 
cloth with a little denatured alcohol and lightly rub the 
spots, which should immediately disappear. Do not 
repeat this operation too often, however, or the finish 
will be entirely removed. Shellacked floors sometimes 
take on a clouded or grayish appearance due to damp- 
ness in the air. This condition can usually be improved 
by the same treatment as above. If the finish has 
hecome so soiled that it is desirable to remove it en- 
tirely, first scrub the floor with a standard brand of 
varnish remover (this is preferable to alcohol, as it 
does not evaporate as rapidly and insures sufficient time 
to remove the shellac, thus allowing a smooth, even 
tone) and then bleach it with a saturated solution of 
oxalic acid and hot water—never use lye, as it turns 
the woodwork black and ruins the surface permanently. 
After all moisture has evaporated the original finish 
may be applied. 

VARNISH FINIsH—If the finish has become badly 
worn, thoroughly scrub it with a brush, a good cleanser 
and water (never flood the floor). After it has dried 
out, apply a thin coat of varnish; or in event that time 
cannot be allowed for the varnish to dry, wax may be 
substituted. 

Wax FinisH—Waxed floors should be dusted with 
a broom covered with canton flannel. Keep a can of 
wax on hand, and should the finish become worn in the 
doorways and elsewhere, apply a thin coat, rubbing well 
into the wood. Allow the wax to dry for one hour and 
then polish thoroughly. Before rewaxing the floor 
scrub it thoroughly with turpentine and a piece of 
cheesecloth. 


‘ 


What They Say About Us 


The AGE is a mighty helpful magazine and your 
“Trade Winds” sure do “hit the nail on the head.” 

Any merchant who will follow the advice you gave in 
“Burning the Candle at Both Ends” would find his 
profits increase. 

With every good wish for continued success. 

Cordially and sincerely, 
(Signed) H. M. Demarest, 
Newark, N. J. 


We have been taking HArpware AGE for quite some 
time and it is one of the few trade papers we take 
pleasure in reading each week. 

BRUNSWICK HARDWARE COMPANY, 
Brunswick, Ga. 
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USE 
REED & PRINCE 
MANUFACTURING 
‘COMPANY 


Quality 
Products— 





Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 

accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with 
true center nuts —and rivets, 
burrs, nuts and many special 
products. In all finishes— plain, 
nickel, brass, copper-plated, 
cadmium, chromium, Sher- 
ardized or hot galvanized. 
Every product is backed by the 
Reed & Prince high standard for 
quality, accuracy and service. 












2137 


REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH ar CHICAGO-I2] NORTH JEFFERSON ST. 




















ll] Take Apart 
| Adjustable 
Type 


ALLITH’S 


KING 
SPRING HINGE 


SIMPLE, strong, durable, attractive, all- 
A sect oil tempered spring hinge, worthy 

of specification wherever a spring hinge 
is required. Good on any job or in any place 
—that’s the King. 


Its variety of finishes provide a match for 
most any other hardware or lock specifica- 
tions. Its adjustments for tension require 
only a common nail; and its take-apart fea- 
ture allows the door to be taken down any 
time without removal of hinge. 


Four types—Ball Tip Full Surface, Ball Tip 
Half Surface, Plain Tip Full Surface, Plain 
Tip Half Surface—and its trim appearance, 
make it adaptable to any screen, storm, fruit 
cellar, coal room, lavatory, wash room or 
attic door. Works equally well on any other 
door or gate or anything that swings. 


Dull brass, antique copper, bright and dull 
nickel, sanded brass, bright bronze, dull 
black, japanned, are some of its finishes. 
Like all A-P products it is carton packed, 
each pair with screws to match, or in sets 
with door pull, hooks and eyes to match. 


Better check over your stock and replenish 
it now. <A-P catalog gladly forwarded. 


ALLITH PROUTY COMPANY 
Danville, Illinois 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 


Certified Malleable Iron Castings 





Manofacturers of the finest line of Airport and 


Garage Door Hardware ae 
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PUT THEM UP! 


Put up several sizes of Kenton Blank Cartridge 
Pistols on your counter where they can easily be 
seen, and watch the boys put up the stacks of dimes 
and quarters. 

There’s romance in a “gun” that strikes the boyish 
fancy and results in sales wherever Kenton Pistols 
are displayed. Resolve now to get your share of 
this business. Three sizes, all safety features, 
nickel buffed, or full polished nickel finish. Ask 
your jobber, or write us. New catalog now avail- 
able. 
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The Wright 
Rooster Trade 
Mark stands for 
the highest 
standard in 
poultry netting 
—Superior 


Brand. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Your 
Paint Story 


HARDWARE 
AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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EAGLE 
WOOD SCREWS 


LUZ 


Clean Slots 


Jame Uniform Heads wonsciml, 


Accurately Cut Threads 


(fanaa Are the satisfying qualities et 


that make 


Eagle Wood Screws 
Pprmancaine 4a 


so popular. Large stocks 
on hand assure prompt 


(earae- shipments. 


Brass and Iron 


Pros tag Flat, Round and Oval 


Head 


The Eagle Quality Line 


Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 

Wood Screws Stove Bolts 


Eagle Lock Co. 


General Sales Office 
26 Warren St., New York 


REG. IN U. 8. PAT. OFF. RBG. IN U. 8. PAT. OFF 


ae: 


Branches: 

521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 
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L M selling 
these three mowers 
like hot cakes,” 


SAYS THE Old Gardener— 






The famous 
PENNSYLVANIA 
Junior, Ball Bearing 





“And here’s how! 


“North, South, East and West, hundreds of thousands of 
mower users are seeing the PENNSYLVANIA National 
Advertising, which features a picture of me, together with 
cuts of the three mowers shown on this page. 


“All this advertising tells the magazine readers to look 
for the nearest hardware store displaying the LIFE-SIZE, 
full-color cut-out of me pushing a genuine PENNSYL- 
VANIA Quality machine. 


“And, believe me, these folks are both looking and 
buying!” 

If you do not have this striking cut-out, write us today 
and we will send it promptly, together with our complete 
1929 package of FREE Dealer Helps. In writing, be 
sure to give your JOBBER’S NAME, and the names of 
any PENNSYLVANIA Quality BRANDS you carry. 
PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street , Philadelphia, Pa. 


DENNsyivaNyA 


LAWN MOWERS 








Ball Bearing—one size 


ican, Bearing only, 16-inch, Retail 
(Roller A. Wheels) price, $16.50, at Phila- 
The New Wm. Penn. delphia. 
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Why You Should Carry 
SUN-RED EDGE Gon 


It comes in one-piece rolls of 100 feet; no waste in cutting. 
pe. The Sun-Red Edge identifies high quality and also prevents 
os idea rust under nailing strips. Sun-Red Edge AluminA lasts twice 
Sun-Red Edge is the only as long as ordinary galvanized screen cloth. Complete line— 
Trade - marked, self - meas- Painted Black, Copper-Bronze. Write for details. 


d Screen Cloth h 
er REYNOLDS WIRE CO., DIXON, ILL. 
















Osborne High Grade Punches 


Light as a feather 
for line work, 





Remember we have had one hundred years of successful manu- 
faeturing experience, employ only skilled workmen and use the 
finest quality. of of materials. 

We etand back of every tool we make. Try us. 
Write Sag te Catalog. 


0. 8. OSBORNE NEWARK, N. J. 
ROTABLISHED 1826 


this popular, easy Belt Punches Arch Punches 
Spring Punches Revolving Punches 
g 
reading level is al- Starrett ralsTertnd and attractive lise for the Hardware ‘Twade, alse: 
No. 108 Toeie. 
ays in deman d. — The —, o> Pan | Aaa customers, as well as our 








— 2569 
Strength—S peed—Stamina 
—that’s what you sell Robertson “Horseshoe Magnet” Hammer 


in a Lenox Cutter 


New methods in tempering ana ® THE HAMMER 
sharpening cutting wheels—big im- HOLDS 
provements in design and balance THE TACK 
—better fitted to the hand—abso- 


lutely modern in every particular— 
a cutter that gives customer satis- 
































faction and dealer, profits. Order The best permanent magnet hammer on the market. 
your stock today while it’s in your 
mind. A PRACTICAL AND SUPERIOR TACK HAMMER 


FOR USE IN MANY TRADES AND IN THE HOME. 











a. + de =e American Saw & Manufacturing Co. 
makers of the fa- Springfield Massachusetts Awarded Silver Medal Panama-Pacific Exposition 
mous ,, Wolves of : 
‘ion. Wome a EE EE Name and design trade marks registered U. 8. Pat. Off. 
your copy of , ° 
“The Story of the "The Toots in the Plaid Bow | ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 
Wolves of Lenox. | Sole Manufacturer 








| 
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DEALER AHOY! 


Summertime is boating time. Wander down by any beach. Stroll along the bank of any stream or 
the shore of any lake. The activity of the small boat owners is plainly evident. They’re scraping, scrap- 
ing, scraping or painting, painting, painting. 

The average water-side hardware man is content to sell them merely paint and varnish. Don’t 
: let it go at that! They want ropes, anchors, fittings, chain, oars and numerous other items of marine 
hardware. A small stock of such material will prove a profit-maker. Moreover, it’s a line that is per- 
fectly stable. While the average car owner buys a new model every two or three years, the motor- 
boat owner “stands by” his craft much longer. 


They'll soon be “casting off,” these men who go “down to the sea in ships.” Are you helping 
make their vessels “seaworthy”? 
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There’s Big Business In 


BOTTLE CAPS 


That’s what our dealers are finding out by displaying the 
two feature brands of caps in packages. You can add 
another quick-selling, profitable staple to your line. 








‘**HOME USE”? BRAND 


The standard quality cap. 
Made to meet the popular 
demand, clean, sanitary, 
packed in convenient, 
attractive cartons--every 
cap uniform. It’s the great- 
est value on the market to- 
day and users have made it 
the fastest selling brand in 
the country. 





“PYRAMID’’ BRAND 


The highest quality cap that 
includes the latest patented 
improvements and refine- 
ments. The only cap on the 
market with the famous 
“cushion-seal.” A new 
paraffin coating to keep the 
cork live and soft. The safest 
seal made. Laboratory test- 
ed. Sold in sealed, sanitary 
packages only. Costs more-- 
and worth it. 


Write today for samples and prices on these two 
sure-selling Crown Cork Products. 
CROWN CORK & SEAL CO., Baltimore, Md. 
World’s Largest Bottle Cap Makers 














2305 Davis St. 





Moe’s “Nikel Kap” Tools 





Garden tools of smooth, stiff, auto body steel, 
accurately formed and just the right size, shape 
and weight. Comfortable to use and finely fin- 
ished in baked black enamel with polished nickel 


end caps. 


Place a few on your counter and watch them 
move. Retail at twenty-five cents. 


Write for Catalog and Prices. 


WoEFT & COMPANY 


North Chicago, Iil. 

















= 


GOOD STEADY PROFIT 
No Cut Throat Competition 


SCOTT DRAINER“FILLER 


FOR WASH DAY 














WHAT IT DOES— 


Stops wash day’s worst job,—filling, emptying and carrying 
pails of water. The Scott Filler and Drainer puts water 
in and takes it out of any make of washer. Creates a 
pumping action THREE TIMES FASTER THAN SYPHON. 
SPECIAL WHITE TUBING that withstands scalding water. 
Operates on low water pressure. Faucet adapter for un- 
threaded faucets. 


WHO RECOMMENDS IT— 


Approved and recommended by Good Housekeeping, Modern 
Priscilla, etc. Sold country wide by leading stores. Nation- 
ally advertised. 300,000 in use. Experience proves one 
sells another. 


PROFIT THREE WAYS 


Direct sale of Scott Filler and Drainer. Moderate price 
also permits use as a premium inducement to sell washers. 
Have canvasser use as “door-opener” to get washing machine 
prospects (we will give you details on this successful plan). 






















Write Today for Descriptive Folder, Prices, Etc. 


SCOTT PUMP COMPANY 


Also Makers of the Scott Water Pressure Force Pump for Sinks 
645-653 ATLANTIC AVE., ROCHESTER, N. Y. 


There IS 


Something New 
in Hardware 
Retailing... 


It’s the new 
HELLER 
Merchandise 
Cabinet 


Many enthusiastic reporte 
are coming in from hard- 
ware dealers who have 
already installed this new 
style wall cabinet. It has 
been called the greatest 
improvement in hardware 
retailing in a decade. It 
embodies all the best 
principles of good selling. The ledge contains your stock of low- 
riced articles to attract the customer—and then on the cabinet 
oors, just on the level with the eye—he sees similar articles in 
the higher price-range. The appeal is irresistible—the customer 
= the high-priced articles—he is better satisfied, and the 
ealer realizes a greater profit. 


Let us explain this new Merchandise Cabinet in detail. 
Don’t lose valuable time by putting it off. Send the cowpon 


HELLER 


Business Building Store Equipment 
W. C. Heller & Co. = 70-A W. C. HELLER & CO. 


Montpelier, 
10@ Bryant Street, Montpelier, 
new Heller Merchandise Cabinet. Ohio 














gg yt yh el New York Office, 20 Vesey 8t., 
and address appear in the mar- Bulte 500 


gin below. Write neme ond eddrese in margin below 
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IVER JOHNSON (vagy 


SINCE 
1871 






sell with a minimum of effort on the part of the’ 
dealer because they represent such splendid value 
at the price. 

There is an Iver Johnson Shot Gun best suited to 
each man’s requirements. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


NEW YORK CHICAGO SAN FRANCISCO 
151 Chambers St. 108 W. Lake St. 717 Market St. 








“IVES” Patent Ventilating Lock 


bea 


mae mead Memufecter ors of Showing Window 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 

















Armstrong Bros. 


Write Today 
for Catalog 
P- 







Ratchet Stocks 


This stock is indispensable on some work 
—threading pipe in awkward corners, etc. 
It will often save its cost on a single job. 
Fits all standard dies within its capacity— 
reverses instantly, and will thread a pipe 
end projecting but an inch. From the line of 
ARMSTRONG BROS. Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 
314 N. Francisco Ave. CHICAGO 

















MASTER PLIERS 
Unbreakable—Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 







MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 


RITE for Water 

System Catalog 
K which gives 
complete informa- 
tion on Deming 
Shallow and Deep 
Well Water Sys- 
tems for practically 


FIGURE 1809 
Deming Oil-Rite Shallow Well all requirements. 
Power Pumps made in capacities THE DEMING Co. 
of 550 to 3000 gallons per hour. Salem, Obio - Est. 1880 











PAINE 
SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma. 
terial. 

The SPRING Does It 
Cattalogued and stocked by a 
majority of the Hardware, 
Electrical, and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 


The Paine Company 7',vin't."tce wt 











ERS CUSHION TIRE 


















































E> STORE LADDERS 
— -+—H Insure perfect shelf service for an 
= line of merchandise. Deep tread mss 
—— paced, with convenient full 
> Kandholds on _—_ sides of 








far -ny permit 
ae ease. Both hands { ne to remove 


or replace stock without danger of = 
Ing. Cushioned Tired Trolley and Truck Wheels eli 
inate noise and prevent vibration. Erection as single. 
as A,B,C. Utilize qmall yan Make Ay shelves 
safely available k One style— 
neat of desi fin amy height ceil- 
fing. Thousands use. Cireular on request. 
mt FE MYERS & BRO.co. 
ASHLAND, OHIO. 








PUMPS-WATER SYSTEMS-HAY FOOLS - DOOR nancins 








@ The symbol of quality 
a in chain 


There is an ACCO Chain for 
every industrial, farm and home 
purpose—in bulk or made into 
specialties. Concentrate on this 
profitable quality line. Made by 
the world’s largest manufacturer 
of welded and weldless chain. 


AMERICAN CHAIN COMPANY, Ine. 
Bridgeport, Connecticut 
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Fast Sellers 
DECORATIVE 





Moore Push-Pins 


Four Colors Three Sizes 
It Decorations 
Every woman wants them 
Packed 48 10c. — to Display 


POE... ‘Dtecounts 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia 











| Create Sales Appeal 








Get Ready 


for a good lawn 


mower season. 


GRANITE STATE 
LAWN MOWERS 


Trimmers and Edgers 
Will please your customers 
See our Line in Hardware Age Catalog 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, N. H. Since 1860 


Simplex Ss 


ta oe 


4 Ac 
Sell on Sight! es 


Their Visible Screw, Stability 
Workmanship & Duco Coloring 


Sim plex Lever Jacks 
Pipe Pushers 
Temp! leton, Kenly & Co. and Trench Braces 
have been famous 
for Years 





Chic ‘in IIL U. SA 














tet 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses——New York, Chicago, Philadelphis 
Western Factory—Dayton, Ohio 











Russell Jennings 


Auger Bits 







Patented by 
siclanane Mr. Russell Jennings 
Electricians in 1855 




















The Best Known Line of Fire 
Equipment in the World 


PYRENE MFG. 


COMPANY 
NEWARK, NEW JERSEY 
Branches: Atlanta Chicago 
Kansas City San Francisco 
Makers of Fire Equipment 
since 1907 
and Pyrene Tire Chains 

















Known and Trusted 
for their unfailing 
accuracy — 

BS 
DProWwN & SHARPE 

4 hh 
IY) BS 


“World's Standard of NMecuracy™ 











ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A A 
Spensored by 

JOHANESON, WALES 

& SPARRE, INC. 
importers 

162 Chambers St., 

New York City 

Tel.: BARelay 0844 
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JUNE 


With its 
Gift Problems 


A Few Gift 


Suggestions 


For the Bride 


Vacuum Cleaner 
Electric 
Refrigerator 
Toaster 
Electric Washer 
Dish Washer 
Electric Cooker 
Iron (large) 
Percolator 
Sewing Machine 
Floor Lamp 
Table Lamp 


For the Girl Graduate 


Curling Iron 
Marcel Waver 
Hair Dryer 
Boudoir Lamp 
Combination 
Clock and Lamp 
Combination 
Grill and Lamp 
Iron (small) 
Chafing Dish 
Grill 

Waffle Iron 








239 West 39th 








HE Blushing Bride and Sweet 

Girl Graduate will expect frac- 
tical gifts this year. he trend 
towards useful gifts is steadily 
growing stronger. 


What is more practical or useful 
than electrical articles? Make this 
suggestion to the puzzled gift shop- 
pers and note how eagerly they seize 
it, especially if you have a well bal- 
anced stock of appliances to show 
them. 


Keep your stock up to date; there 
are always desirable new items that 
will meet with popular approval. 
Advertise lists of appliances suit- 
able for gifts, make attractive 
window displays with the June 
Bride and Girl Graduate touch to 
gain the gift shopper's attention. 


Electrical Goods Section will keep 
you posted on all that is new and 
desirable in appliances. Remember 
also, that its editorial pages contain 
many merchandising hints, illus- 
trations of displays and other fea- 
tures that will help you increase 
your electrical sales in a// seasons. 
Prepare now for June. 


‘ ‘Electrical Goods Section’ 


Hardware Age 


St. 


Is Nearly Here 








New York 
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‘*Ethan Allen’’ 

by LarkinG. Meade 
at Washington, D. C. 
National Hall of 
Statuary in the Capitol 





HOOVER 


LEADERSHIP 


is as outstanding in the maintenance 
as it is in the production of electric 
cleaners; for example... 


The Hoover is serviced by the finest service 
organization in the electric cleaner field 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at 


Hamilton, Onta: 
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CLYDE JENNINGS, Editor 


MAY 23, 1929 





Seasonal Merchandise in Season 


efforts by the joint merchandising program 

adopted by electrical manufacturers and light 
and power companies—electric fans and electrical gift 
merchandise. The suggestion, we believe, is a very 
good one, for in a large section of the country really 
warm weather comes with June. 

Merchants who have well-rounded stocks from a sea- 
sonal standpoint and who push seasonal goods in season 
are those who do not know seasonal slumps. Fans are 
very good merchandise with which to overcome a threat- 
ened loss in volume, for in the main the amount of 
money per sale runs fairly high. 
True, there are fans for $5 and 


Berns fans are recommended for June selling 


chandise and it is repeat customers that build profit. 

There are other electrical items that have special 
hot-weather appeal. Electric fireless cookers should 
make strong appeal to those families that like full and 
well-cooked meals during the summer season. In these 
cookers roasts, stews and boiled dinners can be well 
cooked without heating the house to a point that eating 
such meals become entirely uncomfortable. 

For those who like lighter meals, the electric table 
appliances serve admirably, with a minimum of heat, 
odors and other unwelcome signs of cooking. Electric 
ranges, with the heat insulated ovens, operate in the 

principle of the electric fireless 
cooker and cause a minimum of 





even less, but once a customer 
becomes an appreciative fan user 
the average value per fan sale 
will run much more than that. 
The merchant who seeks to 
hold volume of sales by pushing 
fans in June and for the rest of 
the hot season is making no 
mistake, provided he has made a 
wise selection of the line of fans 
he sells. Standard make fans 
will give excellent service over 
a long period and people gener- 
ally are appreciative of the com- 
fort derived from this service 
and can be classified as contented 








heating of the kitchen or other 
quarters where they are used. 
All of this merchandise can be 
made entirely seasonal by display 
that causes the housewife to 
think in terms of coolness and 
comfort in her household work 
and in the serving of her family. 
And the merchant who builds 
such an impression for his elec- 
trical merchandise will do much 
to develop a volume that will take 
the place of the loss on strictly 
cold weather merchandise. 
Electrical refrigerators and 
fans make an excellent set up for 


a a eo we 








customers, likely to return for 
more fans and for other mer- 


Electrical Goods Section 











a hot weather display with other 
appliances grouped around them. 
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CTOBER 21, 1879, Thomas 
Alva Edison made a success- 


ful test of the first practical 
incandescent lamp. On that date 
this year, people wherever electricity 
has reached in this eventful fifty 
years will be asked to unite in pay- 
ing tribute to this great inventor. 
Plans are being made for a practi- 
cally universal celebration in this 
country. It is expected that every 
building in which electricity is avail- 
able will be a part of this celebration. 
It is given to few men to look over 
the span of fifty years and see with 
mortal eyes the blessing their genius 
has showered upon a grateful people 
—rarely is it possible for these peo- 
ple to express to a living man their 
appreciation of his gifts and accord 
him those human, friendly tributes 
which are beyond all bronze. 
Light’s Golden Jubilee will be that 
sort of a tribute to Mr. Edison. Al- 





ready Mr. Edison has received many 
tributes from associates and from 
trade and industry groups who are 
interested more or less directly in 
his creations. The celebration now 
planned is to come from those people 
who are interested only because of 
the benefits Mr. Edison’s greatest 
work has brought to them and to 
humanity. 

Light, as Mr. Edison developed it, 
has affected the health and happi- 
ness of every man, woman and child 
in the nation. Think what it would 
mean to take from business and 
domestic life the incandescent lamp 
and those things electrical that have 
been developed in the fifty years 
since Mr. Edison announced that it 
was possible to take from a wire 
for use just as much electricity as 
required for the particular job in 
hand. 

The illustrations on this page tell 
graphically the romance of this 


ight’s Gold 


Nation wide fete is planned on 
tion of the incandescent lamp 
promote interest in 


wonderful invention. It was an- 
nounced at the period when the age 
of steam had come to be appreciated 
by the populace. James Watt, the 
man who gave us steam, had then 
been dead sixty years. The follow- 
ing fifty years covers a span to the 
airplane. Then there is pictured the 
tiny building at Menlo Park where 
Edison and his associates worked 
nights under the light of oil lamps 
to develop this one that is so dif- 
ferent. And what must have been 
in the inventor’s mind when he 
turned on this lamp that burned 
steadily—meaning success. 

The plans for this celebration grow 


“ out of a suggestion made by the 


Edison Pioneers—a _ unique little 
group of veterans of the Age of 
Light—who did much to develop 
this wonderful epoch. These pioneers 
meet once a year on Feb. 11— 
Edison’s birthday—and at the last 
meeting they suggested a celebra- 
tion of Light’s Golden Jubilee. 
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en Jubilee 


fiftieth anniversary of the inven- 
in honor of the inventor and to 


all forms of lighting 





The response to the suggestion 
was immediate and enthusiastic. A 
grateful industry immediately 
adopted it. A sponsoring committee 
of probably 100 persons is being 
formed. These will be leaders of 
many industries and callings who 
appreciate Mr. Edison’s gift. 

The date has been selected by 
Henry Ford for the dedication of 
the Edison School of Technology at 
Dearborn, Mich., where Mr. Ford 
has reestablished Menlo Park; mov- 
ing there the original laboratory, 
Mrs. Jorden’s boarding house where 
the laboratory workers lived, and all 
of the old machinery it-has been 
possible to recover. Such equipment 
as has been destroyed, is being dupli- 
cated, even to the old wood burner 
boiler. This school Mr. Ford has 
endowed for $5,000,000 to carry on 
the work of investigation that has 
made Mr. Edison’s life so busy. In 
the setting of the early Edison days, 





Electrical Goods Section 





the latest of experimental apparatus 
is being installed. 

The celebration of Light’s Golden 
Jubilee will begin June 1 at Atlantic 
City, when the National Electric 
Light Association meets there. This 
will be the first convention to be 
held in the new $15,000,000 audi- 
torium, a truly remarkable conven- 
tion and exhibit building. The 
coincident of the opening of this 
great building and the meeting of 
the largest electrical convention has 
supplied Atlantic City an opportunity 
to say it with light. 

The light decorations arranged 
for the convention in Atlantic City 
will be maintained throughout the 
summery and be brought to a peak 
on Oct. 21. These arrangements are 
to serve as sort of a pattern for 
other lighting programs. Local cele- 
brations in various sections of the 
country will be arranged prior to 
Oct. 21. 

Arrangements are being completed 





for a climax of all broadcasting pro- 
grams on Oct. 21. The broadcasting 
will center about the dedication of 
the Edison School of Technology at 
Dearborn, Mich., Mr. Ford’s home. 
Mr. Ford is arranging a dinner in 
honor of his friend, Mr. Edison, and 
among the guests will be the Edison 
Pioneers and a very distinguished 
group of educators. The dedication 
and the dinner ceremonies will be 
an important part of the program. 

Added to this ceremony will be 
descriptions of the light decorations 
arranged for that night in Detroit. 
These will include special lighting 
effects for business buildings and 
homes and special interest points 
in the city and also a display of 

(Continued on page 127) 
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RADIO’S GREATEST 





MODEL NR 55 (less tubes) 
8-Tube Neutrodyne 


for house-current operation. 
Push-Pull amplification. 
Inductor Dynamic Speaker. 
Cabinet of Walnut veneer. 











HEN we say that the new Freed 
Radio represents the greatest 
value for 1929, this is what we mean: 


At prices lower than those of other 
sets of anything like equal quality— 
Freed Radio offers a performance 
that could not be improved upon 
at any price. 


In those essential parts—chassis and 
speaker — the Freed represents all 
that Radio Science has to give. The 
reception qualities of Freed Radio 
are as near perfection as can be 
attained. 


The illustrations shown here will give 
you an idea of the beauty and good 
taste of the cabinetry. 


With competition what it is in the 
retail field today, you will find in 
these unusual values just the sell- 
, ing argument you are looking for. 





THE LEADER 


of the line 


Of all the new Freed models we have 
picked this one as the leader. 


Here is a high-grade set in every particu- 
lar, in a beautifully designed cabinet of 
fine wood—and selling for less than a 
hundred dollars! 


Such a set at such a price will undoubt- 

edly interest many customers who have 

hitherto considered a really first-class 
radio beyond their means. 


+e page en at ne 
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PRICES SLIGHTLY HIGHER IN CANADA 


“Famous Since Broadcasting Began’ 
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little lower than he would ex- 

pect to pay for so flawless a 

performance. 

IN EVERY PRICE 
CLASS there is a Freed 
Model which represents a 
marked leadership in that class. 
And always the price is just a 
shade or two below what you 
would expect to pay for such 
quality. 

YOU KNOW RADIO — 
That is your business. We don’t 
expect to influence you by “‘sell- 
ing talk.”’ But after you have 
heard the new Freed, judge for 
yourself whether it gives the 
kind of performance you can 
sell easily to your customers. 


AS TO PRICE —Make 
your own comparisons. You 
know the radio market. Who 
is offering anything like Freed 
performance at a lower—or even 
an equal—price? Our claim that 
we offer radio’s greatest value 
is not merely a claim. It is a 
fact you can prove for yourself. 


A FREED DEALER 
FRANCHISE is a valuable 
asset. There may be one avail- 
able in your territory. Write or 
wire us for information. 


“Just as the 
Microphone gets it*’ 

THAT IS THE SLOGAN 
we are using in our national ad- 
vertising. It sums up in six words 
all*that the radio user asks of 
his set. It tells, better than 
pages of technical description, 
what Freed Radio will give him. 
And give him at a price just a 





$145-00 
MODEL NR ‘78 (less tubes) 


8-Tube Neutrodyne for house- 
current operation. Push-Pull 
amplification. Four tuning 
condensers. Inductor Dynamic 
Speaker. Walnut veneer Con- 
sole, with two-tone panels. Uses 
245 type tubes. 














ae 
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225-00 
MODEL NR 95 (less tubes) 


9-Tube Neutrodyne for house- 
current operation. De luxe 
model, embodying many exclu- 
sive features and using 245 type 
tubes. Push-Pull amplification. 
Electro-Dynamic Speaker. Re- 
markable selectivity is accom- 
plished by a special Antenna 
Tuning Circuit. Magnificent 
Highboy Console of 
Walnut veneer. 

















s y | 7g. 2.50 
MODEL NR 79 (less tubes) 


8-Tube Neutrodyne for house- 
current operation. Push-Pull 
amplification. Four tuning 
condensers. Uses 245 type tubes 
for richness of overtone repro- 
‘ duction. Electro-Dynamic 
Speaker. Self-enclosed Highboy 
Console of Walnut veneer. 
° 
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Hardware Merchant Wins Cook 
County Radio Sales Race 


John Dalenberg, undismayed by lively competition, builds 
fine volume on a profit-making basis 


hardware merchants are wav- 

ering on the fence, undecided 
as to whether they will handle radio 
or not, the experiences of Dalen- 
berg’s Hardware and Seed Store, 
11028 S. Michigan Ave., should 
prove of value and lend convincing 
proof that radio, properly handled, 
can be just as lucrative for the hard- 
ware store as it has proved to be 
for the electrical shop, furniture 
store or any other retailer. 

For if a hardware dealer in Chi- 
cago, in the face of the warmest 
kind of radio competition, can de- 
velop his radio department until it 
is an outstanding success among all 
other outlets, it is then logical to 
believe that hardware dealers in any 
other locality can likewise “cash in” 
on the radio demand—if a real effort 
is made for the business. It will be 
noted that Dalenberg’s store is far 
from the center of things in Chicago 
but close enough for competition. 

In replying to our questions as to 
the methods and policies used in 
building up their radio business, 
John R. Dalenberg said: “Before 
opening up this department I hesi- 
tated a long time and finally went 
into it against the advice of most 
people I talked to. 

“Some said, ‘Do not go into it, be- 
cause 90 per cent of the deals are on 
time.’ Dalenberg’s experience has 
been that credit losses on radio time 
payments have been very small and 
collections have come in very satis- 
factorily. We have no definite rule 
as to what the down payment shall 
be, but rather let our knowledge of 
the customer’s financial standing be 
our guide. We investigate every ap- 
plicant for credit pretty thoroughly. 

“About 95 per cent of our sales 
are made on the time payment plan 
and I would estimate that reposses- 
sion would average about 2 per cent 


Jo now, when hundreds of 


By J. M. Witten 





John R. Dalenberg 


“One banker in advising me 
against radio said: ‘Everyone has a 
radio. How are you going to sell any 
more?’ The answer to this has been 
that more radios were sold during 
the twelve months after he made this 
remark than ever before. 

“In our opinion one of the most 
important things to consider at the 
outset is getting the right lines of 
sets. It is important to deal with a 
manufacturer whose product is well 
known through national advertising. 
Without the right merchandise it is 
a tough proposition to get any vol- 
ume. For a while we handled a make 
of set that was difficult to sell. It 
was well made, had excellent tone, 
was good for distant reception and 
would give a good demonstration, 
but it was not well known, and for 
that reason alone we couldn’t sell 
them. 

“The franchise for any set is not 
worth much unless the manufacturer 


and distributor will protect the 
dealer on the selling price. A lot of 
people will angle around, trying to 
get a set at a wholesale price. When- 
ever this is done it handicaps a 
dealer tremendously because the 
news spreads among the friends of 
the man who purchased the set at a 
‘rake-off.’ 

“We have cut our stock down to 
three of the best selling lines. We 
have a large variety of cabinets in 
which the different chassis may be 
installed, and it gives enough of a 
choice to satisfy anyone. In this 
way a small stock gives a quick turn- 
over of about once a month and no 
‘dead’ items are left in our hands. 

“In the way of advertising we use 
the local newspapers, tying up with 
the national advertising of manufac- 
turers, bill-boards and, best of all, 
window displays. We devote one of 
our two large windows to radio dis- 
play nearly all of the time. 

“IT would say that the radio busi- 
ness, like many others, is largely a 
matter of getting out and selling 
aggressively. There is so much com- 
petition that you cannot depend on 
people coming into the store of their 
own accord to buy. Very often your 
own friends will buy from some one 
else, because you did not actively go 
after them for fear they might think 
you were trading on your friendship. 

“We started to handle radio at the 
time the new electric sets were be- 
ing placed on the market and we 
were able to take advantage of the 
renewed interest caused by the im- 
proved sets. From a small beginning 
our sales have steadily increased, so 
that we finished 1928 with a volume 
slightly over $100,000. This year we 
are going out again to prove that our 
banker friend was in error when he 
voiced the conviction that ‘everyone 
has a radio.’” 

Dalenberg’s 


have used_ several 




















HARDWARE AGE for MAy 23, 1929 





methods of soliciting the radio busi- 
ness. One of the most productive 
plans was the employment of women 
canvassers to locate the prospects 
while salesmen, working strictly 
upon commission, were sent to close 
the sale with a demonstration. The 
firm estimates that at least 75 per 
cent of the sales are made outside 
the store, which speaks volumes for 
the benefits accruing from energetic 
outside solicitation. 

The method Dalenberg’s use for 
“trade-ins” is rather unusual and 
has proved very practical. Outside 
salesmen employed by the firm on a 
commission basis are permitted to 
allow up to the amount of their com- 
mission on the new set. Any allow- 
ance of a figure over their commis- 
sion comes out of the salesman’s 
pocket, and in either case he must 
dispose of the set taken in trade of 
his own accord. However, the firm 
cooperates with the salesmen in sell- 
ing the used sets, by providing dis- 
play space in the store for them and 
attempting to sell them, though the 
sets are actually the property of the 
salesmen and it is up to them to get 
their money out of the used sets. 

John Dalenberg says the new elec- 
tric sets require very little servicing. 
The most of the calls for service are 


occasioned by what Dalenberg terms 
“man-made static,” or interference 
from short circuits and loose con- 
tacts in ordinary household electrical 
appliances, though sometimes such 
interference has been found to orig- 
inate in sparking motor commuta- 
tors, leaky transformers, X-ray and 
violet ray machines, telegraph in- 
struments, or other sources. Burned 
out tubes are no more frequent an 
occurrence than with battery oper- 
ated sets, but service, as a whole, 
constitutes a minor problem, he says. 

At the present time, sets retailing 
at about $125 complete are the most 
popular with Dalenberg’s, but higher 
priced sets are also in demand. In 
a sales contest sponsored by the dis- 
tributors of a set selling for about 
$200 complete, and open to any re- 
tailer in Cook County, Dalenberg’s 
was the winner, receiving a $100 
check for selling the greatest num- 
ber of a well known radio set during 
the month of February. 

Who said a _ hardware store 
couldn’t sell radio? 





Mr. Dalenberg’s policy of selling 
three lines of radio raises an inter- 
esting question that each dealer 
must answer for himself, after he 
has taken into consideration the ever 


present factors. Competition, wealth 
of the community, its buying habits 
and the set up of the store’s sales 
staff are qualifying points. 

A community that buys chiefly low 
priced automobiles, washing ma- 
chines and gas ranges will hardly 
buy freely high priced radio re- 
ceivers. If the dealer has been sell- 
ing other high priced equipment, he 
can sell high priced radios. 

A recent inquiry among hardware 
dealers indicates that the number 
selling radio is increasing and that 
very few who have sold sets since 
the turmoil and uncertainty are to 
a considerable extent eliminated, are 
discontinuing, 

It is interesting to note the volume 
reported by these merchants. These 
reports run all the way from 15 
cents per capita of the city in which 
the store is located to $1.75. One 
hardware merchant reports $15,000 
sales from a town of 8500. This is an 
Eastern city. A west coast merchant 
reports $7,500 from a city of 6000. 
Another merchant in a Middle West 
city of 17,000 sold $1,200. One-third 
of the sales so estimated were close 
to 60 cents per capita. With one or 
two exceptions, the dealers report 
sales running heavily to all electric 
sets. 





A typical window which stops passers by and informs them of the Dalenberg radio stock. 
Electrical Goods Section 


na NEE 


a>, eel 


eA. 


~~ 


= 


a ee. 


ee Ee 


s 














HARDWARE AGE for MAy 23, 1929 





Cost of Operating Electrical Devices 


EDITOR’S NOTE— 


This is the fifth of a series of instructive articles on Elec- 
tricity on the Farm by R. H. Rogers of the General Electric Co. 


These articles 


2 were originally prepared for broadcast talks over WGY and we are sure that they 
( ° ° ‘ ‘ ° i 
, will be of interest to those who are selling and will sell such equipment to farmers. 

We suggest making this page a part of your scrap book. 


cussed variations in costs of 

power, brought about by mini- 
mum monthly bill and by a sliding 
scale of rates for various blocks of 
power. The minimum bill is estab- 
lished to insure enough revenue 
from a line to make it worth while 
for the management of a power com- 
pany to invest the stockholders’ 
money in that particular enterprise. 

There is not only the visible line 
to be financed but the company must 
make ready to serve that line by an 
inevitable immediate or future in- 
crease in its power generating ca- 
pacity, together with all the corre- 
sponding mechanism of transforma- 
tion, distribution and selling. Now 
if we take a couple of extreme cases 
we can see how the costs can vary 
for some simple application of elec- 
tricity. 

Suppose a farmer has for the first 
few years of service to guarantee a 
minimum monthly bill of $10 for 
which he is entitled to fifty kilowatt 
hours of energy. He might install 
five 40-watt lamps, light them for an 
average of 3 hours a day, and thus 
use 18 units. Though entitled to 50 
units at the same total cost he would 
be paying at the rate of 55 cents per 
kilowatt-hour for his current. He 
would not be justified in using so 
large an investment in such a small 
way. It would be like buying and 
operating a five-ton truck for doing 
wheelbarrow work. 

Now, on the other hand, we will 
suppose a neighbor has the same 
minimum charge but has installed 
adequate lighting, a pump, household 
motor and heating devices, a porta- 
ble motor and the other applications 
within reason. He will use perhaps 
200 units per month for which he 
pays $14, or at the average rate of 
7 cents per unit. He is justified in 
using the electricity because it is 
giving him value received for all 
that it costs. 


iz a preceding article we dis- 


Now as to costs of individual ap- 
plications. A 40-watt lamp would be 
lighted 25 hours to use one unit, and 
may cost anything from 4 cents up 
as explained before. A flatiron uses 
about half a unit per hour, so if used 
12 hours per month it would account 
for six units, or 42 cents if the cost 
happened to be 7 cents per unit. 

A quarter-horsepower motor as 
ordinarily used would take about a 
unit for every four hours. On a 
washing machine it might operate 
eight hours per month at a cost of 
14 cents on a seven cent basis. A 
three-horsepower portable motor 
might carry an average load of two 
horsepower for two hours per day, 
thus taking 120 kilowatt hours per 
month. This would cost $8.40 on a 
seven cent basis although at night 
it would be much less if the total 
power used brought a large ‘block of 
it into the four cent rate. 

Chicken house lighting, using four 
100-watt lamps three hours a day, 
would cost in a month $2.52 at the 
seven cent rate. 

Water pumping, which gives, next 
to lights, the biggest return for the 
money, would for a family and 
twelve head of stock amount to be- 
tween $1 and $2 per month. A 


kitchen range and water heater re- 
quire a larger amount of current 
but it brings the rate down to four 
or three cents. Actual figures for a 
great number of families indicate 
one cent per meal per person and 
two cents per person per day for hot 
water. 

In an actual case in Wisconisn a 
37 by 12-foot silo was filled with 112 
tons of corn in eleven hours by a 
five-horsepower portable motor at a 
cost of $1.65 for electricity. This 
about equals the cost of seven gal- 
lons of gasoline and some oil. On 
another test one of these portable 
motors sawed ten cords of wood in 
five hours on 30 cents’ worth of elec- 
tricity. 

A 100-watt lamp lighted in a yard 
all the hours that it would do any 
good would cost from $7 to $10 per 
year. An electric household refriger- 
ator costs about $2 to $3 per month 
for electric power, as it will average 
about 50 units per month. 

These estimates could be extended 
to great length, but I think enough 
have been given to show, first, that 
the costs are very reasonable and, 
second, that the use of electricity is 
justified when enough is used to ac- 
count for more than minimum bill. 





Portable farm motor, 5 hp., mounted on two wheeled-steel truck 
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A New Member Joins a Distinguished Family 


THE TRADE MARK KNOWN IN EVERY HOME _A 
The UNIVERSAL Model 58 PUNIVERSAL) 
LANDERS. FRARY & CLARK. NEW BRITAIN, CONN 


Motor-Driven-Brush Ball-Bearing Cleaner 


a eed 


—s 


uto Vacuum Cleaner , 


For car interiors 
and all hard-to- 
get-at places. 


$19.50 









With the inclusion of the New Model 58, the UNI- 
VERSAL family of Vacuum Cleaners becomes the most 
































complete and most easily merchandised line on the 
market—for now there is not only a high quality 
UNIVERSAL Cleaner for every purse and every 
purpose, but also a choice of types for every prefer- 
ence—every cleaner demand is easily satisfied 

entirely within the UNIVERSAL family. 
Model 42 Cleaner 
UNIVERSAL Model 58 Cleaner is a creation Pally 06. effective as 
based on careful experimentation and_ in- oe some Ss tunes 
as much. 

genious designing. It features a most effective 

triple vibrating-whisking-sucking cleaning ac- 


$29.50 


Attachments 
$7 Extra 


tion, resulting from a scientifically designed 
rotary brush working in unison with an 
exceptionally powerful suction. All ball 
bearing movement of both motor and 


brush requires no oiling. Attachments 





are given twice the ordinary efficiency 
by direct fan connection. Unusually 
attractive in appearance. In every 
respect this cleaner represents the 
last word in the motor-driven brush 
type of cleaner and upholds the 
UNIVERSAL tradition of finest 


quality at a modest price. 
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Built for greater service 


—priced for quicker profits. 


=. 


Get a new and profitable 
Lease on the Cleaner busi- 
ness with the complete 


UNIVERSAL Line. 
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Attachments 
obcars Attachments 
$10 Extra 


Landers, Frary & Clark Super Vacuum Cleaner 


A masterpiece of Cleaning 
Power—radically different 


New Britain, Conn. | from any other cleaner. 
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Suggestions for Exhibits of Washing Machines 


HE exhibit at the right 
| was shown at half a 
dozen State hardware 
conventions in the Middle 
West. It attracted many 
hardware men who expressed 
a deep interest in the trade 
possibilities of washing ma- 
chines as well as in other 
lines of electrical goods. 


“IT am doing about all of 
the hardware business pos- 
sible in my community,” said 
one dealer, “and to increase 
sales I must add additional 
lines. People are demanding 
electrical appliances and elec- 
trical items and I find that 
I can get much business 
from my customers by offer- 
ing them washing machines 
and similar products” 











HE exhibit at the left 
i was an exhibit at the 
Buhl Sons Hardware 
Exposition held recently in 
that company’s warehouse 
for the benefit of their cus- 
tomers in Detroit and job- 
bing territory. 


A considerable portion of 
the display was devoted to 
nationally advertised house- 
hold products—a direct indi- 
cation as to the extent of job~ 
ber leadership into lines that 
enable the hardware dealer 
to obtain greater sales per 
family than are possible if he 
stocks closely to the estab- 
lished hardware lines. 


Electric clothes washers 
and ironers attracted much 
attention. 
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EQUIPMENT 


Automatic Waxing U 
2 Waxing Brushes 
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Gentlemen: 


Please send me information, inclading discounts, about 
the REGINA ELECTRIC. FLOOR MACHINE. 
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VERY moving van parked in 
| your neighborhood means dol- 

lars in your pocket. Watch for them 
—or hand some youngster pocket 








money to do the watching for you. 
For the newcoming family is worth 
an early visit. It needs dozens of 
household items. Plugs and wire 
and outlets. Oil cloth, and paint, 
shelves and locks. Go see them. 


' Nilco Lamp or Write—to Us 
Works, Inc., 
pesos Pa. NILCO LAMP WORKS, Inc. 
V'a like to get EMPORIUM * PENNSYLVANIA 


; the rest of the 
' story — prices and 
' literature about 
‘ Nilco Lamps. 
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MERAL ELECTRIC COM 


Ask the Nilco Jobber’s Man 


The 
Moving 
Van 

| Hasa 
| Message 


for 
You! 


And sell them, too, the lamps a new 
home always needs. Nilco Inside 
Frosted for reading and general ser- 
vice. And the new Nilco Decorative 
Lamps with the subdued light that 
ladies are looking for. 


The Nilco Dealer Deal will make a 
hit with you. The sales helps are 
splendid. And no discount is more 
attractive. 
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- ‘The Battle for the Home 
Laundry Market 


Big question 1s whether washing shall be done in the home, 


which means equipment sales 


\ N ] HAT is your laundry supply 
market worth to you? Have 
you developed it from tubs, 
boards, boilers and sad irons to the 
high class and higher priced labor 
saving equipment of today? Does 
this volume mean anything to you or 
would you throw it overboard to be 
picked up by the laundries, which are 
doing such an excellent job of pro- 
moting their own business? Have 
you noted the increased number of 
families in your community send- 
ing clothes to wet wash laundries? 
Do you realize that ironing will come 
next? 

And then what will be your total 
of laundry supply sales? 

Washing machine manufacturers, 
we believe, fully realize the situation 
and they are spending vast’sums of 
money and great ingenuity in im- 
proving their product. Machines 
are being redesigned. Mechanical 
improvements are being introduced. 
Beauty is being added. The price is 
being lowered. 

All of which means that the house- 
wife can escape the drudgery of 
home laundry work at a less price 
than formerly; that this work will 
be better and more quickly done; 
that she (and the seller) are likely 
to have less trouble with equipment, 
and that the home laundry will be- 
come a part of the beauty of the 
home instead of something to be 
hidden. 

Also laundry equipment manufac- 
turers apparently are realizing the 
advantages of a steady, reliable, 
year-in and year-out selling organ- 
ization as against the itinerant, fly- 
by-night type of organization that 
“high powers” one community and 
then moves on, leaving service ques- 
tions to be unanswered and no re- 
sultant sales. 

It is a realization of all of these 
things that has caused the washing 
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machine makers to turn strongly to 
the reliable hardware trade for sales 
outlets. These merchants are seek- 
ing to establish permanent outlets 
that will sell laundry equipment not 
only this year but next and will take 
care of the rather insignificant (but 
important to the owner) service over 
the years to come. 

In this situation we believe that it 
is highly important that all dealers 
realize that it is the first duty to sell 
home laundry equipment and not 
create bad feeling by extreme com- 
petition of one machine against an- 
other. Often in such competition the 
sale is lost entirely—the housewife 
turns from buying a machine to 
sending her laundry out. 

A reading of current advertising 
on behalf of washing machines leads 
to the belief that the manufacturers 
are realizing the folly of competi- 
tion within the industry and are en- 
gaged in selling their own machine 
without disparaging others. This is 
as it should be and it should con- 
stitute a suggestion to dealers and 
salesmen. 

Recently the price feature has en- 
tered strongly in the washing ma- 
chine market. Several companies are 
making dual priced lines—one for 
less than $100, the other at a higher 
price. Both machines probably rep- 
resent the most possible for the price 
and a salesman who represents the 
lower priced machine as the equal of 
the higher priced is just plain dumb 
and will probably lose more sales 
than he gains, for few people are so 
dumb as to accept such a story. 

The wringerless machine is com- 
paratively new and is finding a place 
for itself, but that is no excuse for a 
salesman to promote sales by talking 
long and loud about the dangers of 
a wringer. Most women know wrin- 
gers are not vicious but they do 
know that it is painstaking work to 





use them. A positive sales talk on 
labor saving will sell more wringer- 
less washers than a negative talk on 
danger. 

Today one in three of the wired 
homes of the country have washing 
machines. Probably one-half of the 
remaining homes are not prospects 
this year, leaving some 7,000,000 
wired homes to which washers can 
be sold if a sufficiently intelligent 
sales appeal is made. These sales 
cannot be made by knocking the 
laundries or other washing ma- 
chines. There are so many prospects 
that it will not pay any salesman to 
get into a bitter competitive quarrel. 
Rather he should find another pros- 
pect. Every merchant, we believe, 
should sell both wringer and wrin- 
gerless type washers. 

Every salesman should remember 
that every satisfied user of a wash- 
ing machine is a prospect for an 
ironer. Unless the housewife uses a 
washer, there is little prospect of 
selling her an ironer. If your com- 
petitor sells the washer today, re- 
solve that you will sell the ironer 
when the time comes. 

What is said here refers directly 
to electrical washing machines. It 
must be remembered, however, that 
about 7,000,000 of the 27,000,000 
homes in this country are not wired, 
so the electrical machine is barred in 
them. These homes supply a field for 
the sale of gas engined washers. 
Last year the gas engined machines 
were equal to 16 per cent of the elec- 
trical machine traffic. The woman 
who lives in an unwired home is a 
busier woman than her neighbor who 
has electricity and should be a ready 
prospect. The gas engined washer 
business has gained 45 per cent in 
three years against some loss of vol- 
ume in electrical machines, measured 
by retail value. 
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From 000 to $3,500 a Month with Radio 


What happens when a hardware merchant capitalizes his store 
trafic with a man of understanding in charge 


ROM no radio sales prior to 
KF August, 1928, to an average of 

better than $3,500 per month 
for the past seven months is the 
striking and enviable record of the 
Smith Hardware Co. of Goldsboro, 
N.C. 

For many years the Smith Hard- 
ware Co. has been doing a good job 
of hardware merchandising among 
Goldsboro’s 12,000 inhabitants. Their 
store is one of the few independent 
stores on Goldsboro’s best business 
street. Chain stores surround it, 
but the Smith store has held on and 
prospered while less astute merchan- 
disers have been crowded off the 
main street or out of business alto- 
gether. 

Long before August of last year 
the Smith management had known 
and watched a young garageman 
whose hobby was—and is—radio— 
George A. Parker, the present sales 
manager, sales force, service man- 
ager, service force and general fac- 
totum of the Atwater Kent depart- 
ment of the Smith Hardware Co. In 
the vernacular of the day, insofar 
as radio is concerned down Golds- 
boro way, “Parker is the works.” 

But until last September Parker 
had to content himself with his 
books, his correspondence course, his 
grid leaks, his transformers, his 
pliers and soldering irons; and may- 
hap, with his dreams. With these 


fascinating tools of his trade he 
played after long, hot, dirty, greasy 
hours in the service department of 
a garage. 

When the Smith folk decided to go 
into radio, George Parker was called 
in and was offered what he regarded 
as the opportunity of his life. He 
was placed in charge of the new de- 
partment. A_ service room was 
equipped and a small portion of the 
main floor given over to radio dis- 
play. The Smith store, as is often 
the case in the South, has a wide 
frontage with double sets of doors— 
double entrances with the radio de- 
partment between. 

Here a receiver is in constant 
operation—subdued operation— 
making it practically impossible for 
a customer to enter or leave the 
store without becoming “radio con- 
scious.” 

Working on the theory that the 
way to make sales is to expose the 
product to as many prospects as 
possible, the Smith folk proceeded to 
capitalize their scores of daily vis- 
itors who come in search of things 
ranging from stovebolts and plow 
shares to fertilizers and parts for 
threshing machines. 

On the wall, beside the door in the 
radio department, hangs a little 
black book, a book such as may be 
bought for a dime anywhere. Each 
day sees many new names added and 


ie 
MILLION PEOPLE 


CAN'T BE WRONG 
asouT THIS 


almost always a few names crossed 
off. In this book are registered the 
names and addresses of all visitors 
who express any interest in Atwater 
Kent radio as they enter or leave the 
store. While comment on the pro- 
gram being rendered is encouraged 
on the part of the salesman, no 
actual effort is made toward closing 
sales. He is content to get the name 
for the black book. 

No sustained effort is made, even 
by Parker, to consummate sales in 
the store. Flash signs nearby and 
other local interferences do not make 
for the best of reception, but aside 
from that Parker finds that his best 
work is done in the prospect’s home 
after the fall of night. There the 
sales are’ made by the sales-service 
manager under the actual conditions 
which will continuously surround the 
operation of the set. 

If morals may be drawn from the 
foregoing brief tale, there are two: 

(A) That the merchant engaged 
in any line which brings a more or 
less steady stream of customers to 
his store is overlooking a real profit 
maker if he doesn’t capitalize his op- 
portunity to sell radio. 

(B) That he should secure the 
services of a man with a good tech- 
nical background, plus enthusiasm, 
making him the sort of participating 
proposition that will serve to keep 
him on his toes. 





A window display featured by manufacturer’s helps 
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Scientifically designed Agitator. 
Made of a special aluminum alloy. 
Non-porous, rust-proof, satin finish. 
Wonderful washing ability. 


A mere touch of the knob on the 
tep of the agitator starts the ac- 
tion—a slight lift on the same knob 
stops it. Simple, instant control. 


Armglaco Tub. Genuine “Armco” 
ingot iron, with the special Arm- 
glaco finish electrically baked on the 
inside. Clean and rust-proof. 


Only One Minute, with a record 
of 29 years of achievement, could 
produce a washer of such wonderful 
quality at so reasonable a price. 





Steel outer 
jacket encloses 
rust-proof Arm- 

) glaco Tub. 


Simple outside 
belt adjustment. 
A practical, 
and worthwhile 
feature. 


Here is the washer of the year. Built to give you 
something better to sell than just “another new model”. 
Built with the idea that women are comparing features and 
values carefully when they select their washers. Built to 
satisfy the modern trend of smartness in appearance as well 
as smartness in mechanical perfection. 

Easier to sell—because this One Minute is a truly 
sensational washer value. Easier to keep sold—because 
need of servicing has been practically eliminated by many 
unusual refinements. 

A “ten strike” awaits the dealer in any locality—in 
any competition—with this washer PLUS a new and unique 
merchandising plan which we will reveal on request. 
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The Motor 
Sells 
The Fan 


Dealer helps to push them...prompt delivery 
from branch stocks. Ask for the Wagner Plan. 


Literature on Request 


WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue, St. Louis, U.S. A. 


Wagner Sales Offices & Service Stations in 25 Principal Cities 


Products: FANS... . Desk, Wall and Ceiling 
TRANSFORMERS... Power, Distribution and Instrument 
MOTORS ... Single-phase, Polyphase and Direct Current 
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The quiet, dependable, economical Wagner 
Electric Motor embodies forty years of a. c. 
motor experience. Correctly pitched fan 
blades create a long, strong beam of air... 
adjustable speed, direction, and oscillation. 


Wagner Fans are the seasonable profit makers. 
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An Unusual Plan for Night Decorations 


Orlando, Fla., Turned 
Gaunt Traffic Tower 
Into Beauty Center 


HIS is to be a season of un- 
usual light decorations. In 
preparation for the celebration 
of the golden anniversary of the in- 
vention of the incandescent lamp on 
Oct. 21, the electrical industry is 
promoting a general development of 
light decorations. 

All of the plans developed for light 
decorations during the period from 
now until Oct. 21 will be regarded as 
preliminary or building toward a 
climax light celebration on that date. 
Incidental to this, the Society for 
Electrical Development is encourag- 
ing special light decorations for 
Fourth of July. 

The object of this page is to sug- 
gest a rather unusual decoration 
which can be arranged in almost 
every town. The traffic tower is al- 
ways on a prominent corner, usually 
in the smaller towns on the most 
prominent corner. It is seen by 
homefolk and visitors alike, hence it 
is a splendid location for an impres- 
sive showing. 

These photographs were made in 
Orlando, Fla. The decorations were 
made by Harold N. Lang, city en- 
gineer, as a Christmas decoration 





in that winter resort city. In addi- 
tion to the lights, Mr. Lang installed 
a Western Electric Public Address 
system and arranged a studio in a 
nearby office room. 

In the evening when traffic was 
light, programs of music and sea- 
sonal talks were given for the merry 
makers in the streets. 

Such a decorative scheme seems 
especially adaptable to city gala 
events and when equipped for both 
eye and ear fits best into those local 
events where the streets are given 
over to merry making rather than to 
traffic. , 








It should be easily possible for a 
merchant or group of merchants 
whose stores are in the corner build- 
ings, to get permission to use the 
traffic tower for such decorations. 


Electricity’s Aid to Farms 


HERE are today 350,000 elec- 

trified farms, and rural electri- 
fication is proceeding almost as rap- 
idly as factory electrification did in 
the early days. In other words, 
manual labor is being eliminated on 
the farm just as it is being elimi- 
nated in the factory. 

The farmer himself and his “hired 
man” have more leisure, more money, 
a greater dignity of occupation and 
a new outlook on life. The farm is 
becoming an individual industrial es- 
tablishment with working conditions 
and a mode of living as good, if not 
better, than that of the city worker. 

The education of children is no 
longer a problem. Can it not be said 
that this is a tremendous progress 
in both the social and_ scientific 
phases of farming? If so, then it, 
too, falls within our definition of 
kultur. Furthermore, as rural elec- 
trification progresses we can confi- 
dently expect to see the so-called 
“drift from the farm” cease, and 
there may very easily be a trend in 
the other direction—N. EF. L. A. 
Bulletin. 











HARDWARE AGE for MAy 23, 1929 121 










—A nnounces — 


NEW RANGES 


As efficient in performance as they are beautiful 
in appearance —these new STAR-Rite Electric 
Ranges mark a distinct advancement in Electric 
Range manufacturing. 

Everywhere shown, women are commenting on 
the NEW streamline design —a beauty unbroken 
by the screwheads that ordinarily mar the appear- 
ance of a range, and as she well knows, catch 
dirt and grease. In this, as well as other impor- 
tant details, it is apparent that the STAR-Rite 
Electric Range has been designed to meet the 
modern housewife’s every need. 

Central Station engineers and Electrical Dealers are 
manifesting keen interest in such unusual and important 
details as: 

—the “balanced load” feature; 

—the system of wiring, providing for either 
a two or a three wire connection without 
change of switches; 

—the heavy reinforcement of the frame 
which assures rigidity; 

—the heavy oven insulation, no heat loss; 

—the permanent porcelain enamel finish, 


beautiful and lasting. 








For alarger volume of Electric Range sales, let us send you a 
sample STAR-Rite—or a complete catalog. Slipping the coupon 
into an envelope today will bring you this catalog immediately. 
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THE FITZGERALD MFG.COMPANY, TORRINGTON, CONN. 

















Cabinet and Apart- 
ment ranges in Gray 
and White Porcelain 
Enamel Finish; Full 
Automatic. Attractive 
prices and discounts. 
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EDITORIAL PAGE 


Cooperation in Merchandising 

HE Society for Electrical Development has pub- 
lished a booklet on the subject of cooperation in 
merchandising between light and power com- 
panies and non-electrical merchants. In this booklet 
are printed several articles appearing in business mag- 
azines telling how the sale of appliances and the con- 
sequent increased sale of electrical current has been 
brought about by such cooperation. The booklet indi- 
cates that the trend among the leaders in the light and 
power industry—in fact, throughout the electrical in- 
dustry—favors such cooperation instead of a local 

company seeking to monopolize the appliance selling. 

Practical experiments show 200 profitable uses 

of electricity on farms. 





Our Contribution 


\ N 7 E are quite proud of the fact that two of the 
articles in this booklet are republished from the 
pages of THE ELECTRICAL Goops Section. It 
has been the policy of this section to favor this policy, 
as we believe that cooperation will build for a better 
and a larger market in any community. There is no 
denial that if a hardware merchant sells appliances for 
which the local utility will say a good word, he will 
do more and better business than if the utility is critical 
of his merchandise. The fact that an appliance is en- 
tirely dependent upon current for its operation creates 
a twin responsibility. 


More than 500,000 farms now have electricity 
available. How many are in your trade territory? 





Utility Leaders Awakening 


OR a long time it seemed to be the impression 
fe: utility leaders that their salesrooms were ample 

to care for the appliance wants of the community. 
They have, however, discovered that the buying habits 
of people are against them. Most people want to buy 
irons and coffee pots where they have been buying them 
and where they buy related merchandise. And it de- 
velops that if electric irons and coffee pots are not sold 
in the stores where the people wanted to buy them, 
they will not buy them. 


Most farm equipment now on the market can be 
equipped for electrical operation. 





Some Are Backward 


i | NFORTUNATELY not all local utility men as 
yet understand this phase of merchandising. 
Some still appear to be anxious to sell as many 

appliances as they can force upon the public by low 





prices, premiums and intensive selling. In cases where 
a hardware merchant is competitive with such mer- 
chandising, he should visit the manager and tell him 
how many more appliances can be sold if all merchants 
work together on a fair basis. Also explain to him that 
a toaster sold in a hardware store will use as much 
current as one sold in a utility salesroom. 








It is estimated that more than 500,000 farms will 
be added to those now enjoying electricity by 1932. 
Do you know your local company’s plans? 





Leading Companies Know 

WO large cities formerly were referred to when- 
ever bad merchandising conditions were spoken 
- of. These two cities have now been “reformed.” 
The personnel of the merchandising departments have 
been changed. In both cities appliances are being sold 
at list prices and without premiums. The display ad- 
vertising includes the line “or from your dealer.” 
Several large utility companies are holding local mana- 
gers strictly to account for cooperative policies and 
have told them their success will be rated on total sales, 

for the community—not for the company salesrooms. 


Every hardware merchant should know how to 
estimate cost of wiring a farm and what uses of 
electricity should be developed first. 





A Golden Opportunity 


LECTRICAL merchandise is on the up grade, 
}; The number of items is increasing. The demand 

is growing. The public is receptive. Replace- 
ment sales are growing rapidly. The entry of the 
farmer as a buyer vastly increases the possibilities. 
The utility does not want to sell the farm equipment 
and is openly asking for help. The hardware merchant 
cannot afford to overlook this line. He should not hesi- 
tate to let past unpleasantness be buried and if neces- 
sary should take the leadership in establishing friendly 
and cooperative relations with the utility. 


It is to your own advantage to promote the use 
of electricity, for then you can sell more appliances 
and equipment. 


Farm Trade Promising 


RMS are rapidly adopting electricity as the 
Fieve for much work in the barn and in the home. 
A motor will save much time in house, barn and 
yard chores. This opens a wide field. First comes a 
demand for household equipment. Then comes the need 
for motors and electric drives for the existing equip- 
ment. Much of the equipment now on the farms and 
in merchant stocks can be adjusted. 
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WHAT'S 
AHEAD? 


UMMER’S in sight—hot, 

sweltering Summer. The 
muggy sticky days when 
strong men weep for a breeze 
—at any price. 


That’s when the breezy Rob- 
bins & Myers national adver- 
tising will hit prospects hard- 
est. It suggests coolness in a 
way that makes broiling 
readers rush to the ’phone 
for an Re M Fan—quick. 


RxM Fans stay sold—no 
returns for service because 
they are the perfect products 
of 31 years’ precision manu- 
facture. Neglect-proof, too, 
needing lubrication only once 
a year or so. 





The dog days are coming. 
Get ready for rush orders. 
Better order today, and ask 
for our encyclopedia of effec- 
tivedealeradvertising ‘‘Sales- 
Makers for 1929.” I?’s free! 


Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


obbins & Myers 


Fans and Motors 


The Sign 









of a Breeze 
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‘Restaurants 


Have you thought of making special sales efforts to eating places that they might be 
constant demonstrators of your wares 


be made for cash and involve the same amount of 
money. 

Take, for instance, the sale of an electric comfort or 
cooking appliance to a restaurant, where the people of 
your community are very likely to gather for lunches 
or meals on special occasions. 

The liberal use of fans often makes these eating 
places especially attractive. If you, as a dealer, should 
supply these fans, it is a good plan to follow up with an 
announcement to your customers that you supplied these 
fans and tell them of the cost of operation of a fan. 

Restaurants are also good customers for ventilating 
fans, which are becoming popular with folk who like 
comfortable homes. Originally designed to keep fac- 
tories and kitchens froee from odors, these fans have 
won a place in the general ventilation scheme and are 
being used in an increasing number of homes. They 
are now made in attractive designs and so that they can 
be fitted into windows or transoms without interfering 
with the opening and closing. 

In this case, again, the restaurant is likely to serve 
as a severe and practical demonstration of your mer- 
chandise. Also the restaurant owner is usually quite 
proud of these articles of equipment and will show them 
to his customers on the least provocation. He certainly 
will not object to your telling the public that he is 
buying the latest and best devices to make his restau- 
rant comfortable for diners. 

We believe that the use of electric percolators at lunch 
counters and soda fountains has done much to popu- 
larize this appliance with housewives or with other 
members of the family, who decided to provide one for 
their homes. Formerly the clear, brown coffee served 
at public places was generally ascribed to the large urn, 
quite out of the question for the home. The coming 
into use of this smaller coffee maker, with its ever 
fresh supply of high quality coffee, has caused many 
people to dealize the advantages of modern equipment. 


Siem sales are better than others even though all 





. 


TWELVE-THIATY. 




















The same is true of toasted sandwiches, which have 
acquired such remarkable popularity in many sections 
of the country during the last few months. In the res- 
taurants commanding a large trade and which pioneered 
these tasty lunches, special equipment was built. But 
when the smaller lunch counters wheeled into line as 
competitors for this trade, substantial, household size 
toasters were used and gave a fairly satisfactory account 
of themselves. 

In the meantime, several manufacturers have devel- 
oped sandwich toasters of price, size and capacity that 
make them available for home use where this form of 
lunch is desirable. 

The sandwich toaster has followed exactly the path 
of the waffle irons. The waffle shops, with specially 
built irons, did much to popularize the waffle and then 
came the demand for household irons, which continues. 
The electric hot plate also is finding a very useful p!ace 
in the lunch counter equipment. 

In a score of restaurants we know some articles of 
regular household electric equipment are being used 
and in some'‘we have seen all of the articles mentioned 
are in use and invariably the owner is enthusiastic in 
showing them when inquiry is made. We recall one 
well-equipped roadside lunch place where a_ neatly 
printed sign let the public know the name of the dealer 
who supplied the equipment. 

The lunch counters like this equipment because it 
permits the salesman to prepare the food at the counter 
and, while the toast or waffle is in the making, he can 
welcome and wait on other customers. It lessens the 
running back and forth and the constant attention the 
flame-heated appliances require. 

These are exactly the arguments (in slightly different 
form) that are made to the housewife. 

So we make the direct suggestion that sales you can 
make to public eating places are likely to be very prof- 
itable sales. 
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New Goods to Sell 


New Hoover Attachment 


The Hoover Co., North Canton, Ohio, 
announces a new brush outfit for 
Hoover cleaners at the old price, list 
$12.50. This patented brush is rated 
three times more efficient than the one 





it succeeds. The efficiency is due to a 
rubber sleeve on inner side of brush 
bristles to within a short distance of 
bristle ends, permitting utilization at 
point of contact with fabric of entire 
volume of suction of Hoover-built 
motor. 





Popular Price Electric Range 


The cut shows oven construction and 
top of the new Universal electric range. 
This oven is constructed like standard 
size Universal range ovens, having ef- 
ficient heat insulation and temperature 








indicator. Entire oven equipment can 
be removed for cleaning. Two hot 
plates, 1,200 watts each; baking unit, 
1,200 watts; broiling unit, 1,000 watts; 
total wattage 4,600. For 3-wire 110- 
220-volt service. Landers, Frary & 
Clark, New Britain, Conn. 





Triple Table Stove 


This table stove will cook three 


things at once,-one of which can be 
waffles. 





Complete with cord $8.85. Armstrong 
Electric & Mfg. Co., Huntington, W. Va. 
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Regina Electric Floor Machine 


This addition to the Regina family 
is an electric floor machine for the 
home. It applies wax 
automatically and 
with two. brushes 
rubs the wax into 
the floor. It can be 
used for polishing, 
scrubbing, scouring 
and sanding. Weighs 
16 lb. and is as eas- 
ily operated as an 
electric cleaner. 
Manufacturer 
promises full 
guarantee. The 














Regina Corpora- 
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This stove is combined broiler and 
hot plate and new features. The ver- 
tical broiler permits use of two ele- 
ments and operates on reflected as well 
as direct heat. The blue steel stove, 
finished in white or color, is 21 in. 
high, 11 in. deep, 14 in. wide. Four 
section aluminum steamer is supplied 
for use on hot plate on top of cabinet. 
Removable broiler can be adjusted to 
width for food to use both elements 
quickly. Inner parts easily removed 
for cleaning. Entire meal can be pre- 
pared at once. Found useful in small 
lunch services. Hot plate 660 watts, 
double broiler 1,320 watts. Operates 
on 15-amp. fuse. Price from $49.50 to 
$59.50. Sereleo, Inc., 420 Lexington 
Avenue, New York City. 


New One Minute Model 


The new One Minute model washing 
machine is lacquer finished in green 
trimmings and cream tub. The tub is 
rust resisting Armco iron with Arm- 
glaco finish on inside. Tub lining is 





LU 





non-absorbent and _ easily cleaned. 
Specially made agitator of non-porous 
aluminum alloy, with specially designed 
blades to speed up washing. One 
Minute Mfg. Co., Newton, Iowa. 


Automatic Table Timer 


All electric appliances are made auto- 
matic by the Hotpoint Table Timer, a 
device developed by the Edison Electric 
Appliance Co., Inc., Chicago, for ser- 
vice on the table. It is designed along 
ornamental lines. By setting the time 





adjustment lever, an appliance can be 
connected and left with confidence that 
it will be shut off at any time desired, 
up to 20 minutes. It will operate with 
percolator, waffle iron, radio, heating 
pad, or any other appliance. In addi- 
tion, a non-automatic outlet is included, 
making it really a twin outlet for 
table use. 
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A New Day-Fan Receiver 


The new Day-Fan receiver adheres to 
the 9-tube tuned radio frequency design 





and incorporates various refinements in 
layout and construction. The “full- 
power-delivery” brings full capacity of 
tubes to speaker, unobstructed, distor- 
tionless. Two UX-245 power tubes are 
used in push-pull amplification (226 
type in first audio stage; four 226 type 
in r. f. stages; 227 detector and 280 rec- 
tifier). Set completely shielded; large, 


geared ball bearing variable condenser 
tuning from 550 to 1500 kilocycles. 
Switch- operated phonograph pick-up 
connection. Specially designed dynamic 
speaker in each console model. Newly 
designed cabinet. Day-Fan Electric Co., 
Dayton, Ohio. 





All Electric Radio Aerials 


The rapidly increasing use of the all 
electric radio sets has brought about 
a change of aerial specifications. This 





manufacturer is preparing the speci- 
fications offering adequate aerials at 
shorter lengths than formerly, guaran- 
teed to produce best results. The De 
Lux antenna set illustrated here, with 
50 ft. of wire, retails at $2.50. Ajax 
Electric Specialty Co., 1926 Chestnut 
St., St. Louis, Mo. 





It will be a good investment for a 
radio dealer to look over the lines at 
the Radio Trade Show, Chicago, June 
3-7. 


Simplex New Model 


This 8-tube all electric receiver, with 
built in socket aerial, and Louis XVI 
console is priced at $171.50. The chas- 
sis is entirely of rust proofed steel and 











aluminum and employs four tuned 
stages with five 227, two 245, and one 
280 tubes. Extraordinary volume, 
well controlled. Simplex Radio Co., 
Sandusky, Ohio. 











30 per cent 
longer service 


BZ — retails at 
only 13 perZ 







O-Vac Extra 
||| Heavy - Duty 
| Radio“B” Bat- 
tery No. 8303. “al 


FRENCH BATTERY o 
COMPANY ff 
1) Factory: Madison, Wis. ii 
Sales Office: fi 
30 No. Michigan Ave."" 
Chicago 











APPLICATIONS for 
DEALERSHIPS should be made 


promptly to The Frederick Co., 
100 West Monroe Bldg. Chicago, Ill. 


A Maytag Product 
DESTINED to LEAD all WASHERS in its class. 














Confidence in PAampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 





140 Maple St., DanVers 
Mass. 


“Licensed under the General Elec- 
trie Company’s Ineandescent Lamp 
Patents.” 














STRATTON?! 


GOOD 





For Small Tools, 
Utensils, Electri- 
cal Goods, Etc. 


woop 
E ling, both 
baked, yo | HANDLES 


dried. Plain, or Enameled 
IN COLORS 


Stratton Mfg.Co., Stratton, Maine 
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Light’s Golden Jubilee 


(Continued from page 103) 


searchlight effects with speeding, twisting, turning air- 
planes to add picturesque touches to the overhead 
effects. Next will come a description of the earthly 
fairyland from an airplane at high altitude. The plan 
is for similar descriptions to be given from airplanes 
over New York, Chicago and San Francisco. 

There will be, perhaps, other meetings that night 
that will be worthy of time on this radio program. It is 
certain that this program will be unique among all 
broadcasting efforts. 

The various component parts of the electrical industry 
are arranging their advertising program to fit into this 
great event. There will be direct efforts to interest 
the public in display lighting equipment of all kinds 
and to arouse community spirit toward providing spe- 
cial illumination for all summer and fall events so that 
this equipment can be used for the night of Oct. 21. 
The merchant who sells lighting equipment of any kind 
will be wise to keep in step with these developments. 

A current communication from the committee in 
charge of arrangements says that the October national 
magazines and the October 19 weeklies will bring to a 
peak an unparallelled volume of advertising directed 
toward honoring one man and his accomplishments. 

In the meantime, as a means to an end, a large corps 


of special speakers is being trained to carry the story 
of this great event to the thousands of chambers of 
commerce and clubs and organizations that are usually 
the nucleus of such celebrations. It is through such 
organizations that the local participation in the national 
event will be arranged. 


Hiring a Maid a Few Years Hence 


ese girl was ushered into Mrs. Biltmore’s luxurious 
drawing room, and a few minutes later Mrs. Bilt- 
more entered, “How do you do,” she said, motioning the 
other to a seat. “I presume you are familiar with 
alternating and direct current switchboards and fully 
understand armature winding and wire splicing?” The 
girl nodded an assent. 

“You can make minor repairs to a dynamo, and, of 
course, have had experience with thermostatic controls 
and the operation of magnetos?” “Yes ma’am.” “Are 
you thoroughly versed in electro-magnetics and insula- 
tion technique?” “I am.” 

“Well, I think you’ll do. My last kitchen mechanic— 
stupid creature—blew out fuses every time she at- 
tempted to cook a meal or do the wash. But I hope that 
your technical and engineering experience will result 
in better food and whiter linen for us. This way, if 
you please, to my electrically-equipped kitchen.” 








Cash in with Hygrade 
on Radio Advertising 


Now’s the time for Hygrade dealers to cash 


in on Hygrade radio advertising. 





a real increase in lamp sales. 


GENERAL OFFICE 
AND FACTORY 
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Every night, over fifteen stations, the Hy- 
grade Announcer is broadcasting the weather 
forecast, and telling thousands of listeners-in 
; about the quality of Hygrade Lamps. 

Those Hygrade dealers who have identified their stores as 
“Hygrade Stores” by showing the red triangle trade-mark 
prominently and planning window displays and local adver- 
tising to tie-in with Hygrade broadcasting, are experiencing 


HYGRADE_ LAMP CO 


Licensed under General Electric Company’s Incandescent Lamp Patents 
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“From Greenland’s Icy Mountains 
To India’s Coral Strand” — 


All over the world—wherever hardware 
is sold—you will find HARDWARE 
AGE. 


Replete with staple lines and the newest 
items—with accurate market reports— 
and sound merchandising ideas — 


HARDWARE AGE has a universal 
appeal. 

Your sales message goes further—and 
reaches a more desirable—more profit- 


able audience in HARDWARE AGE. 
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239 W. 39th Street, New York City 
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lassified Opportunities 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 

















Classified Advertising Rates a a DISPLAY RATES Positions Wanted Advertisements j 
: : 2 JAA ERR ee + +ee+ $5.00 50% off rates quoted 
Opportunity Exchange Section Each additional inch... (inane 
Set Sold, Minimum of 8 lines... .$3.00 Sanipese, Ame, Classified, ‘Oper . 
es. a ar - 
Each additional line............ 60 Di f ‘ Ad nds tunities, “230 W x est 39th kew 
AM Capitals, Minimum of 5 lines.. 4.00 iscounts for Classified Advertising York City 
- sree uae os .. £0 4 insertions, 10% _ 8 insertions, 18% Harpware Ace is published each Thursday. 
verage words to a line o m 
i d of 
Allow One Line for Keyed Address Remittance Must Accompany Order —— gt ry ete Hae 


} Samples of merchandise, literature, eee Bs > see 
to 





more than ordinary reforwarding postage should not 
ox numbers. 





BUSINESS OPPORTUNITIES 


SALES REPRESEN TATIVES WANTED 





FOR SALE OR LEASE. Two fine large solid brick buildings with 
30,000 to 60,000 sq. ft. of floor space available, including Heating Plant, 
Water Works, Gas, Electrical Equipment and Railway Siding. This 
property is owned by the Village of Fruitport, Mich., and every induce- 
ment is offered to a good Reliable Industry to locate here in Fruitport. 
For further particulars address GEO. H. MORRISON, Fruitport, Mich. 


FOR SALE—PROSPEROUS RETAIL HARDWARE BUSINESS in 
Northern New Jersey, inventory $30,000, will rent on long lease or sell 





LEATHER 


We want experienced leather men to sell our line of 
leather Halfsoles and Strips to the Jobbing trade East of 
the Mississippi and North of Virginia. Commission basis 

















balidis. Fopuiation 25,000. ‘ railroads and large industries with bi HAGERSTOWN LEATHER CO., INC. 

payrolls. nm opportunity worth while. Add B 1-381, ‘ 

Neon De, ee Tek. ress Box care o Hagerstown, Md. 
WANTED—HARDWARE AND PAINT STORE located in Staten LR 

Island, Long Island, New Jersey or Suburban N. Y Medium size RESPONSIBLE SALESMEN WANTED to sell well-known line of 

proposition. Must be bargain. Give full particulars in first letter. enameled ware to jobbers, department stores, furniture stores, better class 

Strictly confidential S. SCHWARTZ, 1062 Faile St., Bronx, N. Y. of retailers, hotel, butcher, and hospital supply dealers. One of the most 





_25 YEAR ESTABLISHED HARDWARE PAINT AND PLUMBING 
STORE must be sold at once. Outskirts of New York. No brokers need 
apply. Address Box 1-394, care of HarpwAre AGE, New York. 


CLEAN STOCK OF HARDWARE IN manufacturing town of 3500. 


Modern equipment. Owners wish to quit business. Address Box 1-389, 
care of HARDWARE AGE, New York. 


POSITIONS WANTED 














“a 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


112 W. 42nd Street Bryant 7374-5-6 














ESTIMATOR—BUILDERS’ HARDWARE. Ability proven to suc- 
cessfully handle any type or size building. Will take full charge of 
department or cooperate. Proposition by manufacturer will receive con- 
sideration. Preference to location within 100 miles of Chicago. Address 
Box 7319-A, care of HArpwareE AGE, Otis Bldg., Chicago, III. 


HARDWARE EXECUTIVE with fifteen years’ progressive experience 
in buying, selling and managing. I am thirty years of age and married 
Would prefer Eastern States. Address Box I-388, care of Harpware AGE, 
New York. 








SALES ACCOUNTS WANTED 


WANT TO REPRESENT MANUFACTURER in Ohio, West Vir- 
ginia, Kentucky and Tennessee (on commission basis) on a few hardware 
lines. I have covered the above named states for an eastern manufac- 
turer for the past 12 years and I am well acquainted with the ‘jobbing 
and retail hardware stores, builders’ hardware accounts and architects. 
ee of references. Address Box I-392, care of HArpware AGE, New 

ork. 


SALES REPRESENTATIVES WANTED 














stand 
Terri- 


Salesmen must 


complete lines of enameled ware on the market. 
selling experience. 


thorough investigation. Give complete history of 


tories open: Colorado, North and South Dakota, Minnesota, Arkansas and 
Oklahoma, ae and lower Illinois, Missouri and Iowa, Nebraska and 
Kansas. UNITED STATES STAMPING COMPANY, Moundsville, 
Ww. Va. 


BRUSHES, BROOMS, MOPS and DUSTERS. We are established 
manufacturers since 1889. If you are a SALESMAN with a reputation, 
we have an attractive proposition for you. What territory do you cover 
and how often? We cater to the wholesale trades only with a very pro- 
gressive fast selling line. Always something new to offer. Send_ us full 
particulars about yourself with references. H. HERTZBERG & SON, 
41-45 East 11th Street, New York. 





We desire side line salesmen calling on either 


WANTED SALESMEN. 


wholesale or retail hardware trade to sell sole leather line of merit. Good 
opportunity for the right men. Commission basis. State territory covered. 
Reference required. Address Box 1-385, care of HarpWwareE AGE, 
New York. 





Manufacturer with established reputation wants salesmen calling regu- 
larly on retail hardware dealers to handle highest quality sharpening stone 
assortment as side line on commission basis. Dealer makes 100% profit 
on small investment. The kind of goods that sell readily and repeat. 
Liberal commission. Carry one small sample. Address Box I-383, care of 
Harpware Ace, New York. 





REPRESENTATIVES WANTED—To sell high grade white and col 
ored enamelware. Exclusive territory to producers. Commission basis. 
Prefer salesmen covering territory in car handling one or two non-conflict 
ing lines. Give detailed information as to expersence and qua slifications, 
otherwise application will not be considered. THE STRONG MANU 
FACTURING COMPANY, Sebring, _ Ohio. 

RETAIL HARDWARE SALESMEN WANTED. 
manufacturers of cutlery, popular priced line, want men calling on retail 
hardware stores to sell their line. Liberal commission. Splendid _terri- 
tories still open. Address Box 1-391, care _of HARDWARE AGE, New York 

W ANTE D- -Saleamen. a man familiar with the whahtente 
and larger retail hardware York State and New England. 





One of the largest 





Prefe wah 
trade in New 








Write giving full information as to previous experience. Address Box 
1-393, care of HARDWARE AGE, New York 

SALESMEN WANTED TO REPRESENT COMPETITIVE LINE 
plumbing specialties, commission basis. Territories Baltimore, Washing- 
ton, Pittsburgh, Texas, New Orleans. Address Box 1-390, care of 
Harpware Acre, New York. 





SALESMEN WANTED—Rope Salesmen wanted, 100% Pure ro 
Rope 17c Ib. basis. Fast selling side line. 5% commission. UNIT 
FIBRE COMPANY, 62 South Street, New York City (Foot of Wall 
Street and East River). 





HELP WANTED—Salesman calling on the Retail Hardware and Paint 
Stores to sell Rich Ladders as a side line on commission basis. RICH 
PUMP & LADDER CO., 1300 Harrison Ave., Cincinnati, Ohio. 





COMMISSION SALESMAN IN EACH STATE to call on retail hard- 
ware, hand tools, well known, advise territory covered and house repre- 
sented. Address Box I-375, care of Harnpware Ace, New York. 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
nand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harnpwarz Acz, New York City. 








ao 
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Drills that WILL 
Cut that Concrete 


O matter how hard the drilling—the 
flintiest concrete or toughest granite 
—GREEN LINE Star Drills will walk 
through it. They’re made for the job— 
Special Alloy DROP FORGED 


KILBORN STEEL 


No tougher or more durable steel is 
known. You can guarantee these drills 
to give the highest satisfaction. count see that you get 

Stone, Tile and TWISTAR Drills of the weight. There is 
the same unsurpassed steel. 4 shine a corresponding 

: 5 


GREEN LINE TOOLS él , difference. 
all made of Kilborn Steel, include Cold 1 es a 
Chisels, Punches, Drills, Screw Drivers, coal | Kither way, you can 
Box Hooks and many others. Famous ie 1 i bank on Atlas tacks 
for best eee y POE octet on | and small nails for 
Please write for Complete Catalog. aah eh quality, full count and 


The Kilborn & Bishop Co. full weight. 
196 Chapel Street 
New Haven, Conn. 


Manufacturers of the 


“GREEN LINE TOOLS" 
Reg. U. 8S. Pat. Office 


10 to 30% per pound in 
favor of ATLAS TACKS N 


What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And  remember—good, 
sharp, clean cut, correctly sized tacks are 
expensive to make. 





NILBORN & BISHOP 


Or when you buy by 


WSSSSSSSSSSRSASSSSSAASSASAANNN NAS 


~ 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 


SSRARBVABRABWABS 
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If you are one of the for- Hardware Age Verified List 


tunate dealers who have a OF WHOLESALERS AND RETAILERS 
DOMES of SILENCE Dis- CONTENTS 


play Cabin et, keep it on ™ Wholesale Heedwase Houses in United States, Canada and 
° oreign Countries. 
your counter working for Retail Hardware Stores in United States, Canada and 
es oreign Countries. 
you. It pays good divi- ae  aageeg Stores = United States and Coneda wae 
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Myers Self-Oiling Engine Driven Deep Well 
Power Pump with engine connected to pressure 
tank. A deep well outfit that will supply an 
abundance of water to the home, farm, summer 
cottage, service station and similar places. 


Myers Self-Oiling Engine Driven Deep Well 
Power Pump with 3% H. P. Engine complete ex- 
cept down or suction pipe and lower cylinder 
ready to be connected to water lines and pressure 
tank (any style). Also furnished without air cyl- 
inder for open tank or other service. 


Myers Self-Oiling Engine Driven Shallow Well 
Power Pump with % H. P. engine compleie 
ready to be connected to water lines and pressure 
tank (any style). Just as practical for open tank 
or other service. 


andountry 


UNNING water at the turn of a faucet— 

have it with Myers Self-Oiling Engine 
Driven Power Pumps and Water Systems— 
the new simple and compact units with engine 
mounted on head of pump ready to be con- 
nected to pressure tank (any style) and power 
and water lines. 


Easy to install and maintain, dependable and eco- 
nomical to operate, for either shallow or deep wells, 
they answer the call for running water in suburban 
or rural districts, in small town and village homes, 
for summer hotels and cottages, camp sites, service 
stations and similar places where high line electric 
service has not as yet arrived. 

The pumps, our famous self-oiling line, with posi- 
tive self-lubrication, housed working parts, improved 
gears and bearings, extra large valves, unrestricted 
water ways and many other desirable features speak 
for themselves in thousands of successful installations. 


The engines, a high grade line, are mounted on head or frame 
of pumps. Engine rails are the same as for motor mounting, per- 
mitting of motors being substituted for engines should electricity 
be available later on. Full power, air cooled, with hot spark high 
tension magneto built in, they are always ready and easy to start. 
No cranking—step on the starting pedal—a woman or a child can 
do it easily. By using a circuit breaker pumps stop automatically. 

Your customers will welcome this splendid new line of Myers 
Self-Oiling Engine Driven Power Pumps and Water Systems. 
You will welcome the business and profits it produces. The 
right thing to do right now is to write or wire us for literature 
and prices. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 


Myers Self-Oiling Engine Driven Shallow Well 
Power Pump connected to pressure tank. Ideal 
for service where water is to be pumped from a 
shallow well or cistern. Economical too, when it 
comes to operation and maintenance. Volume up 
to 500 gallons per hour. 
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"NELSON LAWN GOODS. 


Jn 
Cricket’ 
A Series Sprinkler 


ORIGINAL 
CLINCHER MENDER 





Display Box 


Hose connections at either side of | Adjustable spray valve insures uni- 
the “Cricket” Sprinkler permit the form sprays. The number of 
use of several at a time. Each “Crickets” in a series depends on 
“Cricket” may be used as a unit, size of lawn and water pressure. 

Sturdy construction means long life. 


























“CROWN” SPRINKLER 


ii» L. R. NELSON MEG. CO., Inc. 


Peoria, - Illinois 


Catalog and Electros on Request 








